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The Fight Between Balloon 


and Custom Lasts 


HEN Walter P. Chrysler 
first introduced his Chrysler 


Six to the public, his sales- 
men claimed for it many engineer- 
ing developments, endurance and 
roadability. Such qualities are al- 
ways claimed for a new car, so the 
wonderful reception given the 
Chrysler the first year can hardly 
be attributed to sales claims for me- 
chanical perfection or performance, 
as any auto salesman can give the 
average buyer many reasons why his 
particular car will perform the best. 

The chief reason the public broke 
records buying this car the first 
year was because of its high grade 
lines. Its appearance was such that 
it aroused in the prospective buyer 
the desire for possession. 


HE buyer of high grade shoes 
acts on the same impulse, and 
seeks shoes that are neither flashy 
nor in extreme in design but those in 
which the lines and proportions are 
in perfect harmony. In attempting 
to attain perfection in men’s shoes 
the custom shoe has always been 
the standard, so it naturally follows 
that fine shoemakers should follow 
the custom shoemaker in avoiding 
anything extreme, and display their 
art, first by properly drawing out 
the lines of the last, and secondly by 
having the shoemaking conform to 
these lines. 
Since the War there has been a 








This article represents the 
mature opinion of one of the 
country’s foremost stylists of 
high grade men’s shoes—an 
opinion based on a thorough 
study of men who are willing 
to pay the price for top grade 
shoes. In high grade shoes, 
he argues, look for stream 
lines; the popular grades will 
be “brutally blunt.” 


tendency toward broader toes than 
the custom toe, and a certain por- 
tion of the high grade business has 
been on the medium brogue toe. 
These lasts have been sold to the 
younger element of fine shee wearers 
—the man who wants the late models 
and yet insists on refined good taste. 
The more conservative element have 
continued to wear the more pointed 
custom toe. 

Medium priced shoe dealers have 
found ready sale for the balloon last 
since the advent of wide trousers in 
moderate priced suits. Any attempt 
to put this balloon last in fine shoes 
has not met with success as yet. 
The college boy trade have accepted 
it, but few dealers would dare to 
buy this last in anything but me- 
dium priced shoes. 

Now we find the exclusive Fifth 
Avenue tailors announcing that 


trousers for fall will be wider. 
While the English oxford bag trou- 
sers measure twenty-five inches at 
both the knee and bottom, the New 
York tailors say that twenty inches 
is the limit for the high grade trade 
in this country. This is much wider 
than expensive suits have been here- 
tofore, and it brings the manufac- 
turers and retailers of fine shoes 
face to face with the question 
whether their shoes should be made 
on wide square toe lasts. 


O determine this we must first 
consider the characteristics of the 
wearer. Well dressed men in Amer- 
ica have always wished the foot to 
look “trim” and have never accepted 
the short vamp or stubby models. 
There is a certain element whose 
standing in the community enables 
them to inaugurate sartorial differ- 
ences but their preference has al- 
ways been toward finer, lighter lines 
than heavier looking shoes. 
Secondly, the balloon last is not 
adaptable to distinctive lines, as it 
is thick and blocky. The lines of 
the high grade last must be a series 
of straight lines and curves grace- 
fully worked out in such a way that 
one cannot tell where the line ends 
and the curve begins. It is difficult 
to describe the artistic lines of a 
shoe, but those same lines are as 
easily recognizable as those of any 
artistic work. 
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Several shoemen recently in a 
hotel lobby were attracted by an un- 
usual pair of shoes on one of the 
guests. Always looking for ideas, 
they followed him to find the reason 
his shoes stood out from the others 
who passed. There was nothing to 
copy from a style standpoint, and 
for a time they could not decide why 
the shoes looked so unusual until 
they discovered that they were made 
by a custom shoemaker and the lines 
were perfect. 


HE best informed stylists expect 

two types of lasts for fall selling: 
the moderate brogue, and the more 
pointed cus- 
tom last. The 
brogue type _ is 
made with a very 
slight _ inside 
swing, a wide 
ball, and a pro- 
nounced outside 
swing. It is 
largely the grace- 
ful lines from 
the wide ball to 
the artistically 
curved toe that 


model for the semi-brogue last is a 
square throat pattern with a large 
hole punch tip and a conforming but 
daintier punch vamp and face. There 
is a tendency to leave off the imita- 
tion back fox which has been popu- 
lar for about two years. 

One distinctive feature of the 
new models is the use of small brass 
eyelets in tan shoes instead of the 
invisible. The black shoes on the 
wider lasts carry small nickel eye- 
lets but those on the narrower lasts 
use the invisible. 


Sport models are no longer con- 
fined to spring and summer selling, 





high grade shoes is simplicity of 
design, smart conservative lines, and 
elegance of construction. 


New Way of Attracting 
Men’s Trade 


DETROIT.—The A. E. Burns & 
Co., store at the Book-Cadillac Hotel 
is advertising to the sport loving 
men by offering a pair of men’s 
shoes to the man making the highest 
score in bowling, each day at the 
Recreation building games. As 
this offer is for the entire season it 
means a large number of pairs of 
Shoes will be 
given away free 
of charge. The 
returns from this 
advertising are 
two-fold. The 
customer being 
awarded the shoes 
becomes an en- 
thusiastic booster 
for the store, tell- 
ing his friends 
all about the 
Shoes and the 
store. Besides 


makes the last 
high grade. In j Bae this every score 
the custom last : cy peeing z . card used in tal- 
the curves are Young Men Set the Style lying the games 
used to greater E 5 bears the Burns 
advantage, and A phenomenal demand for a high gloss tan finish leather has swept advertising. 

the country. This picture illustrates the luster and bright finish of The S. E. R. 


combined with a 
gently sloping 
toe. 

Many will 
doubtless require 
shoes on both 
lasts, selecting a 
pair of semi- 
brogue tan shoes 
for business wear 
and a pair of 
tustom toe black 


the new shoes. 


leather. 


shoes for in- 
formal evening 
wear. Most men 


have reached a 
point where they 
require a little variety, and this 
custom last will give the salesmen a 
chance to sell more than one pair at 
a time. 
’ The patterns must be effective 
through simplicity. A particularly 
pleasing pattern for fall is a semi- 
square throat with the vamp line ex- 
tending well toward the instep. The 
tip carries small perforations and a 
small saw edge. There is no other 
perforation, but two double rows of 
. fitting making a three-quarter inch 
face and top band. This pattern in 
the correct proportions on the cus- 
tom last makes a shoe that stands 
_out as a thoroughbred. A correct 











The tan balloon oxford in the blucher pattern on the left is “hotsy 
totsy” with the young men of the country. Notice the double deck 
sole—an extreme feature of the coming season. 

The black shoe in the center has a tiger binding, not only in the 
storm welt, but on every one of the seams. 
pattern which is surprising. The shoe is made in French finish calf- 
skin (domestic-made), which, when polished up, shines like patent 


The third shoe of this trio is a winter sport oxford, Scotch grain 
trimmings over scratch-proof tan leather. 
is made by buffing off the grain and giving the rough nap effect. 
original scratch-proof wasn’t practical because it was the reverse side 
(or flesh side of the leather) showed veins and an uneven pile. 


It gives a “kick” to the 


This scratch-proof leather 


Stores, Inc., have 
opened a store at 
523 Woodward 
Avenue, this be- 
ing the seventh, 
including a num- 
ber of depart- 
ments in apparel 
stores. Meh’s and 
women’s shoes at 
$5, and hosiery 
will be handled. 
This store is to 
be known as the 
Howard Shoe Co. 


The 





as the high grade dealer is now seek- 
ing correct fall models as well. The 
logical shoe for sport wear is the 
blucher type, but the blucher has not 
been very popular because the 
models have been in a _ one-tone 
effect, and most people feel they need 
a two-tone effect for sport wear. 
Most two-tone shoes have been the 
saddle type bal oxford. A tan grain 
blucher oxford with a smoked horse 
saddie which forms the wing of the 
blucher is not only an ideal shoe for 
fit and service, but also one of the 
smartest new sport models shown for 
some time. 

The keynote for fall models of 





Holds Style Show for 
Sales Force 


The Hahn Shoe Stores of Wash- 
ington and Baltimore have adopted 
a pleasant and effective plan of com- 
bining business with pleasure. 

A few days ago they staged a “get- 
together” banquet in Washington, 
where two or three models, gorge- 
ously gowned, paraded with the latest 
styles in footwear. This method al- 
lowed the salesforce to become fa- 
miliar with the changing styles, and 
at the same time exchange ideas with 
their fellow employees in other 
stores. 
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Hired—And Fired!!! 


A story scheduled for the September 26th Issue of 


the Boot and Shoe Recorder. 


One of those 


human interest stories packing a 
wallop in every line. 


You will also enjoy the story of the “Self 
Styled Go-Getter” as well as what happened 
to the timid little washed-out man who also 
misfitted the job. If the salesman is of any 
importance in your store you will want to 
read this. 

* es * 


Another peach of a story is built around 
Tom Wilson of Cleveland, who was given a 
quota of 4000 pairs of shoes a month to sell, 
and before half a year was up, had doubled 
that monthly record. Speaking about a 


Association—On Guard 


At this time, and for the winter, “On 
guard” should be the word with the legisla- 
tive committees of all shoe associations and 
organizations, local and national, in all 
branches of the trade.: For congress will 
soon be with us, also forty-eight legislatures, 
all of them supplied with crankism on mer- 
cantile matters, and liable to radical action. 
In fact, each and every member of the shoe 
trade should consider himself a part of a gen- 
eral “vigilance committee” for the common 

welfare. 





bundle counter, the boy in 
his store who does the 
wrapping has a line of talk 
that sells more than 250 
packages of polishes a 
day. 


* * * 


From dawn to dusk in 
boudoir slippers 


Where do the pretty little 
slippers go and how to get 
them going there earlier 
this year’s end than ever 
before? One buyer tells us 
that boudoir and comfort- 
able slippers pay his store 


rent. 
ok ok 


Fifth Avenue in all its 
glory 


Some of the very latest 
shoes from the very top- 
notch stores along Fifth 
Avenue will tell a story of 
style and good taste that 
will be heard from coast to 
coast. Look for them in 
the Sept. 26 issue. 


* * * 


We pack into this one 
issue a world of experience 
for the merchant to apply 
to his own business. 





She was selected from forty flip- 
pant flappers who answered the 
ad for a bundle wrapper. In filling 
out her application she signed her 
name on the wrong line. She called 
the boss Mr. Rubenstein, which 
was wrong; his name was Levy. 
Having been musically educated, 
she thought the “Melody in F” was 
the hymn of hate instead of New 
York City’s national anthem. 

She wrapped the wrong shoes; 
charged the wrong sales slip and 
had every salesman ringing the 
welkin (however that’s done) with 
wrath. That evening her balance 
was wrong (we mean financially, 
not physically). The next morning 
she arrived late at the store be- 
cause her clock was wrong and 
she had boarded the wrong car. 
Her morning salutation to the boss 
was “Good evening, Mr. Carrigan” 
——and he shot her. 

She fell to the floor, writhing in 
Wrigleys, Tutti Frutti and a few 
hunks of Yucatan. Death had 
sealed her lips; her great secret 
had been cut off from the world. 
No one ever knew she had been a 
telephone operator. 


* * 


Why Caution Is 
Necessary 


Among gamblers and 
other law breakers the 
word is sometimes passed, 
“lay low; the grand jury is 
in session.” And a period 
of caution supervenes. It 
is discreditable to Ameri- 
can common sense that it 
has become necessary for 
legitimate, honest business 
to adopt a paraphrase, as 
above outlined, and to say, 
“Be on guard; the legisla- 
ture is in session.” That it 
is necessary, experience has 
demonstrated, for a large 
amount of unintelligent leg- 
islation appears to be based 
on the theory that engaging 
in business is a crime. 


* * * 


Protecting the Consumer 


The shoe trade never 
asked any special favors; 
but it has been compelled 
more than once to defend 
itself against misguided as- 
saults, against legislation 
which would injure the con- 
sumer as much as the mer- 
chant. 
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They call him the best dressed man in 
America—in clothes, yes; in footwear, no. 
Certainly not, if we are to take the pictures 
as a guide. What he should wear is shown 








on the opposite page. 


Let’s Work with the Tailor 


By Harris W. Fleming, 


Sales Manager of Churchill & Alden Co., Brockton, Mass. 


of members of our industry, 

tanners, last makers, manu- 
facturers and retail merchants, is 
absolutely necessary at the present 
moment. Style as interpreted by 
the shoe manufacturer ought to rep- 
resent more than the whimsical in- 
terpretation of an individual. 

In making our style recommenda- 
tions I believe that we should be 
governed by the mode in men’s 
clothing; the color and fabric of 
men’s suits, overcoats and hats 
should be given careful and due 
consideration so that a man can buy 


Cen cooperation on the part 


shoes which will harmonize with 
the other articles of his wearing ap- 
parel. I will go further than this; 
I will say that I believe the only 
way we can sell more shoes is to 
sell more clothes—at least we 
should help. 

I cannot understand why, in 
making their recommendations for 
styles for men, the committee of the 
National Boot & Shoe Manufac- 
turers’ Association entirely failed to 
take into consideration or willfully 
ignored the prevailing mode in 
men’s clothing. 

Generally speaking, style recom- 


mendations, as far as men’s shoes 
are concerned, on the part of asso- 
ciations and conventions have dealt 
with the obvious and have been of 
too general a nature to be of much 
value. Making due allowances for 
the style variations in different 
parts of the country, and giving due 
consideration to the fact that the 
grade and the price of a shoe has 
an important bearing upon the type, 
I strongly believe that definite, con- 
crete style recommendations of a 
basic nature can be made in advance 
if due regard is paid to the prevail- 
ing style in men’s clothing and we 
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work with men who are responsible 
for the creation of style in the men’s 
wearing apparel industry. 

In the past we he~e worked quite 
independently of the clothing manu- 
facturers and others in allied lines, 
whereas it would seem to the writer 
that a close understanding and co- 
operation is essential. It would 
seem to me that the shoe industry 
has failed to capitalize on the cur- 
rent and increasing interest in style 
that is everywhere apparent in men’s 
clothing and furnishing fields. 


Some men tell me that the ideas 
which I have expressed are vision- 
ary; that the average man does not 
care a continental for his shoes; but 
let me tell you that my experience 
has been that most men want to 
learn and if you have information 
which will help them in their con- 
tinual fight to keep up with the 
Joneses, that they will go half way 
to meet you. There is a vast num- 
ber of men in this country who do 
not dress well, simply through igno- 
rance, and it seems to me that it is 
not an impossible job for us as a 
group to educate them as to authen- 
tic and correct styles from season to 
season. 

In my humble opinion one of the 
reasons that men’s shoes are today 
being sold merely on a replacement 


A dinner coat for semi-formal occasions. 


A sport suit. A frock coat for formal 


basis is due to the fact that shoes 
are being sold merely as a combina- 
tion of leather and pattern, rather 


than as an important accessory to . 


men’s dress. 


To use a much abused word, I 
believe that ensemble advertising is 
the most effective and direct means 
of arousing men to style conscious- 
ness pertaining to shoes. Men are 
not so indifferent to their wearing 
apparel as many of us think. The 
indifference which has _ gained 
ground has been partly due to the 
fact that no particular effort has 
been made to educate them as to 
style trends. There is usually some- 
one in the world, at least, in whose 
eyes a man wants to look his best. 
There is a very decided business ad- 
vantage in being well dressed. There 
is a very obvious social advantage in 
wearing correct clothing at the right 
time. 

There was a time when a man, be- 
cause of the very fact that he owned 
an automobile, towered above others 
in the little social group in which he 
lived, but that badge of distinction 
is gone. A man can buy an auto- 
mobile today if he has $12.50 to put 
up for the first payment. The fact 
that a man drives a car today 
doesn’t signify that it is paid for; in 
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fact, the betting odds would be 
about 85 to 15 that it isn’t. 


Men need to be awakened to the 
fact which they instinctively know 
but ignore, that their individuality 
is expressed through their clothes 
rather than through their automo- 
bile, and that the positive reaction to 
a well groomed man is a distinct 
social and business asset. It is 
along this line that I believe that 
constructive work can be done and 
I hope that the time is not far dis- 
tant when members of this and 
allied lines of industry may meet 
over the round table to discuss the 
ways and means for an advertising 
campaign which will stimulate style 
consciousness on the part of men. 

That there is a very direct rela- 
tionship between clothing and shoes 
is evidenced by the vogue of the bal- 
loon trouser which undoubtedly is 
responsible for the balloon type of 
toe favored by college men. 

What is needed most of all at the 
moment is united cooperative effort 
on the part of everyone interested in 
solving the problem which confronts 
us all. Hard, unremitting § sales 
effort must be backed up and supple- 
mented by intelligent, constructive 
and sound thinking. The situation 
is a challenge to every red-blooded 
man—an opportunity of a lifetime. 





What He Should Wear 


The best dressed man at the National Association of Retail Clothiers was George H. Wright of Huntington, W. Va. 
Mr. Wright made a national reputation for himself, and all the news services emphasized the story of what a well 
dressed man should wear. Here is the outline of clothes: 


A full dress suit for formal occasions. Four sack suits for business wear. 
day wear. A high hat to be worn with frock coat and full dress suit. Two over- 


coats, one of dark material for formal wear, and one of lighter color for business wear. 
The BooT AND SHOE RECORDER has prepared a similar news bulletin emphasizing the shoes that 
should go with this outfit. 


The plain toe patent leather oxford with the dinner coat. 


A plain toe patent leather pump with flat ribbon bow for the full dress 


suit. 


A pair of sporty blucher oxfords in a high gloss tan calfskin with the 

double breasted gray suit. 

A custom last bal boot in a medium shade of tan for the brown sack suit. 
A pair of black bal oxfords on a slightly swing 

last for the dark fabric suit. 

A pair of medium or light weight tan oxfords for 

the blue suit. 

For the sport suit, a winter sport shoe in a com- 

bination of Scotch grain and scratch-proof leather 

with leather soles and heels. 

A second sport oxford in a tan leather with crépe 

soles having a fancy apron effect. 
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Public Service Must Be Continuous 


faye is a legitimate weapon to drive an 

economic bargain with a selfish employer. 
Comes a time, however, when an interpretation of 
selfishness must be made. We believe that selfish- 
ness in the present coal strike is selfishness on the 
part of the strikers. A national opinion based on 
the facts indicate that the entire moral force of the 
nation is needed to compel both the miners and the 
operators to settle their differences peacefully by 
arbitration and without public injury. 

It was President Coolidge that put out the form- 
ula “Public service must be continuous service.” 
No man is compelled to work on a railroad, in city, 
State or Government employ, or as a mail carrier 
or policeman, but when he does engage in such 
work and in employments that give steady labor, 
sure pay, chances of advance and an honorable 
status, he should agree that the work shall not be 
interrupted for any reason whatsoever. Almost 
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a similar situation is presented in a nationally 
needed commodity such as coal. 

When the community demands that sort of ser- 
vice it will get it. Periodic stoppages at the hands 
of those who control natural resources constitute a 
trifling with public interests which should not be 
tolerated. 

Our dependence one upon another is manifest to 
any sane thinking man. It is utter folly to per- 
mit little groups of men to block up and choke any 
part of the complicated machinery which enables 
us to live in civilized order and in some comfort, 
one with another. 

President Wilson said “that the business.of gov- 
ernment is to see that no other organization is as 
strong as it is; to see that nobody or group of 
men, no matter what their private business is, may 
come in competition with the authority of society.” 

The rule of common sense in the service of sup- 
plies of necessity is needed, and we shall some day 
wonder why it has not been enforced sooner. The 
strikers will find out that when the people turn to 
the use of substitutes, because of an undependable 
fuel supply, their business will decrease materially. 
Now is the time to arbitrate. 





Who Wants to Be Average? 


HE Census Bureau is looking into the subject 
of averages. Just why there should be a na- 
tional interest in averages just at this time is the 
subject of some comment. The average price of 
shoes, the average cost, the average mark-up and 
the average net profit, are general terms that have 
no specific application, because we have no average 
people, no average incomes and no average desires. 
The Census Bureau, from its figures, shows the 
average number of customers in various types of 
retail stores. It says that an average shoe store 
must have 4763 customers, while all the grocer 
needs is 449, the average drug store 1341 and a 
book store 35,420. 

We can’t reconcile the figures because we know 
of many a shoe store that makes a living on less 
and we can imagine a few book stores with a 35,000 
customer list. The less we talk about averages, the 
more we think of stores as above the average in 
serving customers individual in their selections of 
footwear, the better the trade will be. Averages 
are not made by statistics, for statistics usually 
level off the successful and pull up the failures and 
give us a false picture of not only stores, but indus- 


tries. 
Looking Ahead 


OLES and souls went out of fashion in 1950. 
The evolution theory made such a muddle of 
the spiritual side of life that nobody dared claim 
ownership of a soul. When it came to the physical 
side of life, gloves took the place of footwear for 
feet have become so useless that the merest cover- 
ing was needed. 

Locomotion by airplane, automobile and fancy 
go-carts became so easy that feet were declared use- 
less. The beauty line in both the male and the 
female was the girth line. 

What a horrible picture to paint, and yet look- 
ing ahead twenty-five years ago it isn’t at all im- 
possible. Walking is decreasing and if it were 
not for golf many a man and woman would do none 
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at all. To prevent a picture such as we paint for 
1950 let the shoe man do his part in stimulating an 
interest in walking. Now. 

The sitting-down sports demand bigger and big- 
ger stadiums for the observers. Few people want 
to participate in strenuous exercises. Nobody 
walks on a country road any more—the pedestrian 
is practically unknown. Our President and his lady 
seem to be the only real walkers in the country and 
it is because of this unusual charm that they are 
universally admired—but not imitated. There may 
be a national scoffing at “Walk and Be Healthy,” 
but believe us, the 10,000 chiropodists owe their 
existence to the lack of foot exercises. 

The shoe merchant isn’t a nut because he advo- 
cates walking any more than the optician is crazy 
in advocating rest for the eyes, or proper glasses. 
There is coming a time when the shoe merchant’s 
real knowledge of feet and what treatment they 
ought to have will be nationally appreciated, per- 
haps not in 1925—but in 1930—or so. 





The Consumer and His Dollar 


E had occasion last week to call attention to a 

public utterance that for every dollar spent by 

the ultimate consumer 55.2 cents went to the shoe 

manufacturer, and 44.8 cents went to the dis- 
tributor. 

We did our level best to discourage the further 

distribution of such fallacious sta- 
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ever been in the past, but it does not support more 
than 50 per cent of the producing capacity. 





We look forward to a more practical style con- 
ference when the trades get together the last week 
of October. At present each individual bases his 
opinion of what general style conditions are upon 
his own experience. No two having the same ex- 
perience, it is natural that each individual assumes 
a general condition different from all others. The 
effect is to create a purely imaginary industrial 
condition entirely unrelated to facts. The major 
trends of style need a real style conference study. 


* * * * *x 


There is no economic ground for expecting per- 
capita consumption of shoes to increase. The 
growth of population is 1.5 per cent per year. On 
that basis it would require the growth of a quarter 
century to provide the demand to support the 
present producing industry. 


* * * * * 


In the face of more prosperous times, which seem 
right ahead, it is very vital that retail merchants 
buy carefully. There’s danger that accompanies 
prosperous times—merchants may stock too 
heavily and find, when there’s a reaction, that they 
are tied up with stock that’s hard to move. 





tistics. A very thorough research 
made by the National Shoe Re- 
tailers’ Association, indicates by 
their figures that the cost of goods 
sold was 69.51 per cent; total ex- 
pense 26.86 per cent; and net op- 
erating profit 3.63 per cent. What 
a difference between the two sets 
of figures is to be noted. 

The use of the three factors, 
cost, mark-up and profit, are 
needed in separation of any dollar 
into its several parts. We see the 
possibilities this fall when the po- 
litical season opens of  self-im- 
posed legislative committees, or 
commissions bent upon the policy 
of prying into costs of distribu- 
tion. 

Mark-ups vary to a considerable 
extent in various stores. Such 
variation is necessary and is usual- 
ly in proportion to the services 
rendered by the store. 

It is a strange, but true fact, 
that net profit does not vary to any 
considerable extent in shoe stores. 
Talk net earnings not mark-up, 
and you are telling the truth about 
your business. 





The prevailing impression of the 
majority of the shoe industry— 
that consumption of shoes can be 
increased to sustain the existing 
capacity to produce—is without 
practical basis. 

The purchasing power of the 
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IN 1950 WHEN WALKING 15 A LOST ART WILL 
FEET HAVE LOST THEIR USEFULNESS! 


THE SHOE MAN HAS A DUTY TO PERFORM 
IN MAKING WALKING A PLEASURE 


NOW! 








public is now greater than it has 




















Highlights on style materials are :— 
Patent—the favored material. 
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Colored kids for Southern Resort season. 
Tones between blond and champagne in high style. 
Coral satin a new evening material. 
Black suede mighty good. 

Oxfords and sport wear—Russia calf. 
Velvet—the surprise number—rings the cash register now. 


E have taken a gigantic 
hide and stretched it over 
the map, and a most surpris- 


ing effect has been obtained. The 
Florida peninsula and the Califor- 
nit peninsula make the legs, Cape 
Hatteras the neck, and the skin 
stretches from the tip of Maine to 
the furthermost tip of Oregon. 

We have gone still further and 
had our traveling representative 
give us a word picture of sectional 
interest in footwear. He finds a great 
white way stretching from Miami to 
Los Angeles that is fairly constant 
in its call for white leathers. He 
finds a great big section north of 
Norfolk, Va., and the line reaching 
to St. Louis, up the Mississippi 
River and east to Caribou, Me., 
where calfskins and side leather in 
oxfords and orthopedic types of 
shoes have a year round call. 

From Milwaukee west through the 
great Northwest, where camping 
boots and heavy type shoes have a 
special sale and the use of big area 
skins. He gives to New England 
the oxford belt championship, and 
when it comes to patent leather, he 
just blankets the country. 

The picture of shoe materials 
that go into shoes is of such impor- 
tance that we feel a survey based 
upon what the material man has to 
say is of prime importance just 
now when a shoe in the right mate- 
rial is instantly salable, no matter 
what its pattern, where an error 
made in the selection of the right 


color and material makes the shoe 
less salable, and possibly non-sala- 
ble, even though its pattern may be 
a “knock oui.” 

Always consider the advantage of 
a diversity of materials because of 
the sizes and widths you can get on 
a particularly good pattern, but 
never overlook the current demand 
for one or more leading materials. 
The tides of demand ebb and flow in 
the material field. When it is high 
tide on some one material, push your 
sales, but never forget that the tide 
recedes and something else takes its 
place. The happy situatiou would 
be all materials salable all the time. 
Good merchandising helps achieve 
this desired end. 


HE shoe material situation at the 
present time is one of consider- 
able complexity. In both leather and 
shoe circles patent leather is con- 
ceded first place as a shoe material 
at present. The dominance of 
patent leather is expected to con- 
tinue for another month or two. 
What will jump into the lead then? 
First of all, those close to the 
trend of style in New York are not 
at all sure that patent leather will 
relinquish its sway later in the sea- 


son. Leather men, and this includes . 


some of them who have no interest 
in patent leather in a business way, 
are divided in opinions. Some lean 
to the theory that patent will con- 
tinue as the favored material right 
through the winter months. Others 











assert that the sway of patent is 
beginning to wane already. 

The opinions differ, however, 
merely upon the length of time that 
patent will hold the throne. From 
a variety of sources the tendency 
seems to be swinging toward kid. 
There seems to be no division of 
opinion on that question: Kid will 
follow patent leather, when and if 
patent steps down from its position 
as leader. Certainly things are 
pointing toward a large kid season 
next spring. Some think it will de- 
velop during the winter. Others as- 
sert that it already is beginning to 
develop. 

No less an authority than Louis 
Halle, of the Amalgamated Leather 
Companies, who has just returned 
from a trip to Paris, says that right 
now in that fashion center kid is the 
real leader in high grade shoes. 

“Not because I am in the kid busi- 
ness, but as a matter of style in- 
formation,” said Mr. Halle, “kid is 
the really fashionable shoe material 
in Paris. I saw little there but the 
beige and tan shades of kid. Un- 
doubtedly the fashion will cross the 
ocean to this country.” 


THER kid manufacturers and 

dealers back up Mr. Halle’s opin- 
ion and some outside the kid business 
concede that kid looks mighty prom- 
ising. Shoe manufacturers are 
sampling out kids in a generous 
fashion. Even black kid is being 
taken up in a more liberal manner 
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than it has been for some time past, 
and this includes not only the glazed 
kid but the semi-bright and matt 
kid as well. 

The shades in kid that seem to 
hold most promise are those ranging 
from golden brown upward. The 
tones between blond and champagne 
appear to be the section of the color 
spectrum that has been set aside for 
the special use of the kid and shoe 
manufacturers. Throughout the 
trade one hears much talk of 
Grison’s No. 256, a dark blond 
shade, and of Grison’s 133, a regu- 
lar autumn blond. Domestic tanned 
kidskins around these shades seem 
to have an inside track on the fash- 
ion circuit as it is shaping up at 
present. 


HE status of satin is a bit uncer- 

tain. Just at present it is ad- 
mitted that satin is running a close 
second to patent in popularity. Satin 
manufacturers, of course, are con- 
vinced that black satin, particularly, 
will continue in high favor. Most 
shoe men look for satin to continue 
asastrong seller. It may wane a bit 
later on in the season, but satin, like 
patent, has become a staple. If the 
vogue for satin continues it prob- 
ably will remain strongest in black. 
Indications are that some of the 
light brown shades of satin will sell, 
and in evening shoes coral and pink 
satin, on the salmon shade, is given 
a place of importance. 

Suéde seems destined to play a 
more important part in the winter 
season than it has heretofore. Black 
suéde already has made considerable 
impression in the large Eastern 
cities. Some think the vogue for 
suéde will invade the West. 

“T never knew it to fail,” said an 


Go the limit on evening foot- 

wear. The shoe man thought he 

had stepped some when evening 

slippers were of gold and silver 

kid. Now comes embroidered 

velvets—lace work—even jew- 
eled fabrics 
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important leather man, “that a 
strong season of patent was fol- 
lowed by an almost equally strong 
season of suéde. Black suéde looks 
mighty good now and undoubtedly it 
will improve in favor. It will carry 
with it, of course, a demand for 
brown suéde. The two always go 
together.” 

Right here is a good place to put 
in a note on gray. Gray, some time 
ago, was given some consideration 
for fall. That sentiment has largely 
dried up. In leather circles, par- 
ticularly, not much is thought of 
gray, either in kid or suéde, at 
present. 

Russia calf is fighting for its 
place in the sun on the winter shoe 
material list, and is likely to get it. 
The competition between suéde and 
Russia calf is growing stronger. 
For the heavier types of street 
shoes, particularly, Russia calf is 
being bought in rather liberal quan- 
tities. It is going mainly into welt 
shoes and into shoes for growing 
girls and boys. Of course, in the 
men’s wear trade the smooth fin- 
ished calf leather, in both black and 
tan, are having a much better time 
of it than they did when the 
boarded and grained leathers were 
running so strongly. 


HE foregoing about covers the 

material outlook in bulk. Novelty 
materials will find their place, of 
course, but chiefly as trimmings. In 
this connection there is a growing 
demand for copper and silver patent, 
for instance, which are swinging 
into the front ranks as trimming 
materials. The demand for lizard, 
imitation lizard, snake, alligator and 
similar materials is less lively than 
it was. . For evening slippers silver 


Front straps—new an- 
line straps. The 
high style note in even- 
ing shoes is to reveal 
the foot — Cinderella 
outclassed 
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and gold kid reign supreme, and 
both the leather and shoe people ex- 
pect them to continue. 

Velvet is the surprise of the sea- 
son. It is revived from time to 
time and occasionally assumes a po- 
sition of importance. There are 
some who believe that velvets will 
stage a rather strong comeback. 
Black and brown velvet at present 
are of sufficient importance to at- 
tract attention and are selling well 
in the large cities. 


John C. McKeon Sponsors 
International Shoe Ex- 
position 
PHILADELPHIA—John C. McKeon, 
president of the National Boot and 
Shoe Manufacturers’ Association, 
sponsors a big shoe exposition next 
year at the International Exposition 
to be held at Philadelphia. The shoe 
and leather industry was represented 
by a special and highly creditable 
building at the 1876 Centennial Ex- 

position at Philadelphia. 

It is President McKeon’s thought 
that the shoe and leather industry 
of the country will participate in the 
Sesquicentennial of June to Decem- 
ber, 1926, and that when called upon 
to do its part will, through a plan 
that will be mutually agreeable to 
all, awake a greater shoe conscious- 
ness on the part of the public. 

President Calvin Coolidge has 
issued a proclamation to “invite the 
participation and co-operation of the 
States of the Union and the nations 
of the world in an international ex- 
hibition to be held at Philadelphia, 
Pa., from June 1 to November 30. 
Mr. McKeon is chairman of the shoe 
group. 


Search for materials the wide 
world over. Real coral on heels 
seems unusual, but how about 
butterflies on heels—the un- 
usual has its season in evening 
footwear ahead 
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He Gets What He Goes After 








Does Swanson 
From Errand Boy to Manager 


5 a result getter, let us introduce 

Ae W. Swanson, manager of 

Napier’s Booterie, of Min- 
neapolis. 

“Life in a retail shoe store is 
grief to many, but it is pleasure to 
me,” said Mr. Swanson, as he passed 
me the cigarettes in his office. Trans- 
lated, that means he likes the retail 
shoe business, with its daily prob- 
lems. The tougher the job, the more 
he likes it. He is one of those rare 
“natural born salesmen,” 2 man who 
has the faculty of being able to in- 
still confidence in his customers. 

An example of this was witnessed 
the last day of his service as a shoe 
salesman. A customer came to him 
for patent leather pumps, after 
making several previous attempis to 
be satisfied. She was the type des- 
ignated by salesmen as “a tough 
one.” She thought she had a diffi- 
cult foot to fit, when the only diffi- 
cult thing to fit about her was her 
head. 

Mr. Swanson greeted her in the 
usual way, and after listening to her 
tale of woe slipped on a pair of 
patent tongue pumps and then added 
a cut steel buckle, which no dcubt 
looked beautiful. When she saw that 
she was pleased, it was enough of a 
tip for him to follow up with an- 
other pair in tan on the same last. 
These shoes, together with the 
buckles, shoe trees and_ hosiery, 
amounted to a $69 dollar sale, which 
was accomplished in less than ten 
minutes. 

Mr. Swanson’s early business life 
began as an errand boy at the 
Plymouth Clothing House, and later 
he joined its shoe department as a 
stock boy. Only a short time went 
by when he was familiar with the 
entire stock in all of the shoe de- 
partments. On account of his youth, 
it was some time before they would 
let him handle a customer, but 
shortly found that his knowledge of 
the shoe business outweighed his 
youthful appearance. 

After. his war service he was en- 
gaged in sales promotion work, and 
during the quiet season happened to 
get a job at Napier’s as an extra 








This is O. W. Swanson. His 
first weekly check as floor sales- 
man in Napier’s Booterie, where 


payment is on a commission 
basis, was $36. The second week, 
it was $52. The third week, it 
was $82. When it hit $100, S. W. 
Napier hastily made him store 
manager on a straight salary. 








Saturday man. One thing he never 
agreed with was the method of com- 
pensation in his previous positions. 
Just because he was younger than 
the other salesmen in the other 
places he had worked, he was paid 
according to his age, rather than ac- 
cording to his ability. The Napier 
method was different. They paid on 
a commission plan, giving each one 
just what he was worth. 


E readily saw the possibilities 
here, so decided to join their 
regular sales staff. The first week’s 
salary check was $36, the second 
week $52 and the third week $82. 
Since that time he has drawn many 
a weekly salary check for over $100, 
selling on the floor. 
When the previous manager re- 
signed, S. W. Napier, in recognition 
of Swanson’s faithful service and 


ability, rewarded him by making 
him manager, so today sees him in 
charge of one of Minneapolis’s best 
and most exclusive women’s shoe 
stores. 


Sells Regular Shoes by 
Showing Boots 


ROCHESTER, N.Y.—Alfred E. Fred- 
ericks, manager of the Nettleton 
Shop, arrarged an attractive Horse 
Show window display which at- 
tracted much attention and helped 
to sell the public on the service that 
the shop could render the man who 
rides horseback as well as featuring 
regular Nettleton Shoes. 

The main display of the window 
was built around a hand-engraved 
silver mounted Mexican saddle, 
near which were placed two first 
prize silver Horse Show cups, and a 
first prize whip. 

Three styles of boots were also 
displayed, along with puttee leggins, 
spurs and spur chains, saddle soaps, 
shoe polishes, deer shanks and all 
the accessories needed by a horse- 
man. This display was arranged 
with a background of the exposition 
colors, ‘blue and gold, and made a 
very attractive display which caused 
much comment and brought many 
additional dollars into the store. 


He Always Sells Rubbers 
with Shoes 


The Recorder knows a merchant 
who sells rubbers with his shoes and 
thereby does the customer a great 
service, besides getting that extra 
sale, which on a bad day might go 
to some other shoe store more handy 
for the customer to reach. Of 
course, this enterprising merchant 
lets up on his rubber selling in sum- 
mer, but now, in November, Decem- 
ber and January, nobody buys a pair 
of shees in his store without having 
a chance to buy rubbers. After com- 
pleting the shoe sale, the salesperson 
will say something like this: “While 
you are here, let us fit those shoes 
with rubbers, which you are liable 
to need most any morning now.” 
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You Can Sell Novelty Styles 


in a Small ‘Town 


Schmidt Does—In New Braunfels, Texas 


country merchants complain that 

frequent style changes are hurt- 
ing their shoe departments and 
causing them to show red ink fig- 
ures, it is refreshing to meet a man 
who has successfully solved the prob- 
lem. He is located in a town of 
5000 people and a community that 
has a drawing power of twice that 
number, but his city is only twenty- 
nine miles, on good asphalt road, 
from a city of 200,000. 

Max Schmidt, who does the buy- 
ing for Jacob Schmidt & Son, New 
Braunfels, Tex., says that novelty 
shoes can be successfully merchan- 
dised in small towns. He proves it, 
as he gets a stock turn of six times 
a year. He has a good clean stock 
of shoes that range in price from 


[: these days of hearing so many 


four to six dollars, with five dollars 
his most popular retail price. 

The buying policy here is fairly 
simple, new styles are frequently 
bought, so that the shoe department 
is always abreast of the times. 
Sometimes new shoes are bought in 
a limited way, just for the sake of 
having a few pairs of something 
new. Oftentimes hunches are 
played, when the trend says some- 
thing different. Buying is con- 
fined almost entirely to those man- 
ufacturers that carry shoes in 
stock, with only the sure selling 
sizes purchased. 

All the stock in the shoe depart- 
ment is carefully gone over every 
week, when shoes are repriced if 
necessary. With the buying done on 
a six weeks’ basis, fresh stock is 


continually coming in to sweeten up 
the sales. 

New trade is attracted by fre- 
quent window changes. The win- 
dows often have local current events 
pictured in them, which is always 
an interest getter. Old customers 
are held by giving extra personal 
service and the fact that they can 
always get the new merchandise at 
this store. 

One other important policy that 
is a big factor in maintaining con- 
fidence is that of only holding two 
sales a year. Short lines are quickly 
moved by the weekly repricing. 

Mr. Schmidt is thoroughly con- 
vinced that department stores in 
cities of his size can make good 
money in their shoe departments by 
keeping close watch of style changes. 


Lots of Styles—Minimum Stock 


HEN R. L. Lamb, manager 
of the shoe department of 

\ the Auerbach Company of 
Salt Lake City, Utah, felt the need 
of enlarging the place of business 
devoted to footwear in the Auer- 
bach department store, he moved 
the whole sec- 
tion to a part of 
the store where 
the seating ca- 
pacity could be 
doubled, stock 
facilities in- 
creased and 
storage trebled. 
He wanted to 
give, as the 
major impres- 
sion, plenty of 
shoes. 

Every counter 
illustrates latest 
styles, each 
counter empha- 
sizes one par- 
ticular pattern 
in a wide va- 
riety of ma- 


Few patterns but a wide variety of materia 


terials. This concentration gives 
more sizes and widths and a greater 
variety of selection to the consumer. 
Instead of seats, swivel chairs are 
used throughout the department. 
The Auerbach department carries 
women’s, children’s and men’s shoes 


teas 


shoe stock 


ls is the keynote of the Auerbach 


and, with the addition of several 
new lines, the stock is almost twice 
as large as formerly carried. 

The windows will have a prom- 
inent display of footwear at all 
times. For the opening feature an 
entire window was given over to 
shoes, and foot- 
wear was dotted 
through inci- 
dental displays 
made in every 
depart- 
ment through- 
out the store. A 
full page adver- 
tisement an- 
nounced the 
opening of the 
enlarged shoe 
depart- 
ment and Man- 
ager Lamb says 
that “it created 
prestige which 
we had antici- 
pated and will 
react favorably 
for us.” 
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_ What, Indeed, Is Personality 
And Who Has It? 


(Arthur D. Anderson, editor of 
this business paper, said to me one 
day recently, “You know that next 
week’s issue of the BOOT AND SHOE 
RECORDER is to be a Personality 
Number. Your department, The Re- 
tail Shoe Salesman, is scheduled 
then. Can’t you work in something 
about Personality?” “Sure thing, 
Andy,’ said I. So here goes.) 


HAT, pray tell me, is Per- 

W sonality, anyhow? 

One evening a few years 
ago I went into a big tent on the 
old American League ball grounds 
here in Boston. Ten thousand people 
were there. They had come to listen 
to a little man talk about religion. 
The little man’s name was the Rev. 
William Sunday. Everybody called 
him “Billy” Sunday. Once upon a 
time he had been a big league ball 
player. 

I saw this little man rip off his 
coat and collar and tie, jump to the 
front of the platform, get down on 
his stomach, thrust his head over the 
edge and shout at the top of his 
voice: “Hi there Satan! Are you 
there? Are you there, I say? If 
you aren’t afraid, come up here and 
rassle with me?” Then later I heard 
him tell a story of a wealthy young 
woman who went to ruin in a high- 
priced auto—and quick as a flash he 
ran across the stage and in a high 
falsetto voice said this: “Don’t flat- 
ter yourself, you poor folks—you 
can go to hell in a tin Lizzie as quick 
as in a Pierce-Arrow.” 


ILLY SUNDAY had Personal- 
ity. What was it? 

Arthur D. Anderson, who asked 
me to write about personality for 
you retail salesfolks, is a big fellow 
—weighs two hundred pounds and 
is six feet tall. I’ve known him for 
eighteen years and never saw him 
in anything but a double-breasted 


suit. He has a voice like a harbor 
siren; is restless, hustling, impul- 
sive, dramatic, and wears a size 
eight hat. Every shoeman knows 
him or about him. He’s got Person- 
ality. What is it? 

Abraham Lincoln, six feet four 
inches tall, rugged of limb, gaunt of 
frame, massive of feature — what 
made him the greatest personality 
of his age, if not indeed of all time? 
Tell me that if you can. 

Napoleon was five feet three inches 
tall, pudgy, sallow, and had the itch. 
The Duke of Wellington, his only 
conqueror, was a big man, austere, 
stern, made of iron. George Wash- 
ington was a dignified, tremendous 
figure of aman. U.S. Grant was a 
little, silent bundle of a man. Abun- 
dant personality was in each. 





“Let the soldier be abroad if he will; 

he can do nothing in this age. The 

schoolmaster is abroad, and I trust to 

him, armed with his pet. against 

the soldier in full military array.”— 

From an address Ca Boas, Brougham 
in 


DWARD H. HARRIMAN, in- 

significant in physique; John 
W. Davis, handsome as a Greek god; 
Thomas A. Edison, careless in dress; 
Woodrow Wilson, immaculate in at- 
tire. What do you make of these 
things? 

Theodore Roosevelt, voluble, eager, 
enthusiastic; Calvin Coolidge, silent, 
taciturn, phlegmatic. How do you 
figure it all out? 

Just this way and no other: Per- 
sonality is something above and 
beyond all externals of figure, 
form, habiliment; it is something 
WITHIN. 

Edward E. Stout, the Indianapolis 
shoe merchant, once asked me for a 
definition of Personality. I said 
something like this: “Personality is 
the outward expression of the inward 
self.” Mr. Stout said, “Yes, that’s 
about it—partly, anyhow,” and fol- 
lowed it up with this statement: 
“The quality of one’s work depends 
on the quality of one’s thought.” And 
I said “Amen.” 

The physical man passes away 
with his ashes; the essence of him- 
self, his personality, lives on in little 
or great degree, in the remembered 
things of his mind, left in the form 
of words and deeds. 

One can, perhaps, somewhat alter 
physical appearance by means of 
dress, and the body to some extent, 
by patient effort and practice. These 
are the slight externals of personal- 
ity. One can with certainty alter 
vastly the inner self—the mind, the 
heart, the soul. These form the true 
essence of Personality. 

We all want betier personalities. 
We don’t get them by wishing, but 
by effort, by practice, by self-denial, 
by study, by meditation. I never 
knew: a successful man or woman 
without a successful personality. of 
some kind or other. 

Have I said enough about Person- 
ality for this time? 
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Swinging into the Home 
Stretch 


Exactly 101 days left in 1925— 
2424 hours. This space of time will 
tell the story of the year’s work and 
results. 

Of these 101 days, three are holi- 
days—Columbus Day, Thanksgiving 
and Christmas. That leaves 98. Of 
these 98 days, seventeen are Sun- 
days. That leaves 81 selling days. 

Late last November one of the 
greatest games of college football 
played anywhere was at Lincoln, 
Neb. The contestants were the 
great unbeaten University of Ne- 
braska team, conquerers of the mar- 
velous Notre Dame team, and the 
eleven representing Syracuse Uni- 
versity—beaten once in its season. 
For three periods the lighter Syra- 
cuse eleven withstood the attacks of 
the powerful “Cornhuskers.” In the 
last period the Syracusans unex- 
pectedly let loose with a running 
attack that swept the giants from 
the twenty yard line eighty yards 
across their own goal line for a 
touchdown and victory. 

We are all playing the last quar- 
ter of the 1925 game of business— 
now. 


Prize Winner of August 
Problem 


T. E. Miller of Grove City, Pa., Carries Off 
First Honors; Miss Strank of Hunting- 
ton, W. Va., Second 


T. E. Miller, with Gilmore & Smith 
Shoe Store, Grove City, Pa., wins 
the first prize of $10 in the August 
Problem Contest on the subject, 
“What Is the Meaning of Full Co- 
Operation by a Retail Shoe Sales- 
man?” 

Miss Easter Lily Strank, with the 
Huntington Dry Goods Co., Hunting- 
ton, W. Va., wins the second prize 
of $5. Honorable mention for excel- 





When cavalier boots were in vogue 
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lent articles on this interesting sub- 
ject goes to these retail salesfolks: 
S. T. Gregory, with the Buster 
Brown Shoe Store, Springfield, 
Tenn; Victor J. Marks, with Marks 
Shoe Store, Danville, Pa.; W. R. 
Hawk, with W. H. Williamson & Co., 
Newport News, Va., and J. W. 
Rogers, with the Beacon Shoe Store, 
Beaumont, Tex. 





Problem for September 


“If I Were a Shoe Store Cus- 

tomer What Would Lead Me 

to Buy More Than One Pair; 
Also Some Findings?”’ 


The BooT AND SHOE RE- 
CORDER will award a cash prize 
of $10 for the best article on 
this subject, and $5 for the 
second best article. 

The contest is confined ex- 
clusively to men and women 
who are actual, regularly em- 
ployed retail shoe salespeople. 

Write out your ideas on this 
interesting problem and send 
to the Editor of the Retail 
Shoe Salesman, BooT AND SHOE 
RECORDER, 207 South Street, 
Boston, Mass., to reach this 
office not later than Oct. 5. 

Use your own language. 
The awards will be made on 
the basis of ideas presented, 
but all things being equal, || 
preference will be given, of 
course, to the best written 
articles. 

The winners will be an- 
nounced in the Oct. 17 issue 
of this publication. 














Mr. Miller’s winning article fol- 
lows: 

“To me, full cooperation by a re- 
tail shoe salesperson means the fol- 
lowing: 

“1. Loyalty to the institution by 
which I am employed, by upholding, 
to the fullest extent, its policies and 
standards. 

“2. Friendly and courteous rela- 
tions with my fellow workers. I 
must consider them equal to myself 
and perhaps superior in many ways, 
and I must rejoice at their promo- 
tions with no feeling of envy. 

“3. An unselfish desire to uphold 
our sales record, even though it can 
best be done in some cases by turn- 
ing the customer over to another 
salesperson. 

“4. A persistent effort to do all 
that I can, not solely because I am 
paid for it, for ‘he who does neces- 
sary things which do not belong to 
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him is likely to receive a reward 
which does.’ 

“5. An attempt to better condi- 
tions in our store by taking new sug- 
gestions to my employers and help- 
ing to put across suggestions made 
by my fellow workers. 

“6. A desire to make myself ap- 
pear harmonious with my surround- 
ings in the store, by keeping myself 
neat and dressing well without any 
sign of showiness. 

“7. The maintaining of regular 
good habits, for in this way I can 
appear to best advantage and keep 
my work ever foremost in my mind.” 


Reading Feminine 
Character 

Retail shoe salesmen can learn to 
read a woman’s character by the 
shoes she picks out and her actions 
in the store, according to Walter C. 
Quinn of the Lester Shoe Store, 
Superior, Wis. 

“A woman who comes into a store 
and is willing to look at shoes in her 
own size, and who asks the price be- 
fore she allows herself to become too 
interested in any one pair, will make 
some man a good wife,” he states. 
“But the one who thinks only of 
how small and pretty the shoe is, 
disregarding her comfort or the 
price, will never be able to take her 
interest from herself long enough to 
give proper interest to a family. In 
some matters women are all alike. 
If a woman’s toe is coming through 
the stocking, you can sell her the 
first pair of shoes you show her, she 
is 30 anxious to find shelter for the 
wandering member.” 


September Intelligence 
Test 


— 


. What are gun metal, mat, velour, 
patent, willow, box? 

. What is a Cuneiform? Scaphoid? 

. What was Jan Matzeliger? 

. What is tempering leather? 

. Name ten types of customers. 


orm Co Do 











Probably the origin of bootlegging 
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Answers to August Intelli- 


gence Test 


1. A basic industry is a funda- 
mental industry, essential to 
civilization, a foundation on 
which life and commerce rest, 
such as agriculture, mining, 
etc. 

2. The U. S. center of population 
in 1920 was near Whitehall, 
Clay Township, Owen County, 

















The salesman who inadvertently 
addressed his boss as “old egg” 


3. The national wealth of the 
United States in 1922 was esti- 
mated at $320,803,862,000. 

4, The Boston Tea Party was Dec. 
16, 1773. 

5. Plato was a celebrated Greek 
philosopher, born B.C. 427, died 
B.C. 347. 

6. Duck is a cotton fabric, with 
two threads laid together in the 
weft and one in the filling. 
Drill has the warp threads lay- 
ing under one filling and over 
two filling threads, forming a 
diagonal weave. ‘Twill has the 
warp arranged alternately un- 
der one filling and over three 
or more. 

7. The ancient “Seven Wonders of 
the World” were: The Pyra- 
mids and Sphinx of Egypt, the 
Hanging Gardens of Babylon, 
the Temple of Diana, the 
Statue of Jupiter, the Tomb of 
Mausolus, the Pharos of Alex- 
andria and the Colossus of 
Rhodes. 

8. Arthur D. Anderson is editor of 
the BooT AND SHOE RECORDER. 

9. Francis Scott Key wrote the 
words of “The Star Spangled 
Banner.” 

10. A contract is an agreement be- 
tween two or more parties to 
do or not to do something for 
a valid consideration. 

11. Demurrage is a charge for loss 
of time when railroad cars or 
vessels are detained beyond a 
stipulated time for loading or 


unloading. l 





12. “Low pressure” in meteorology 
means approaching storm. 

13. Surplus is a business statement 
and means the excess of assets 
over liabilities. 

14. Herbert C. Hoover is Secretary 
of Commerce. 

15. A diamond is an exceedingly 

hard substance, native carbon 

crystallized. 


Healthograms 
No. 2—Digestion 

Stomach ache, acidity, biliousness, 
constipation, lassitude, irritable- 
ness, “blueness,” weakening of 
power, appendicitis, etc., etc. 

Avoid over-eating; stick to a “bal- 
anced ration” (ask your doctor what 
this is); fats, proteins, proteids, 
carbohydrates, vegetables, greens, 
fruits. Find out what each one does 
for you and to you. Chew, chew, 
chew. Five glasses of water daily. 
Complete physical examination at 
least once a year. 

Prevention beats the dickens out 
of cure. 

NOW! 














You make the mother feel at 
home when you make the child 
feel at home 


Little Salesmanship 
Pointers 


Linings absorb foot moisture; 
give them a chance to dry thor- 
oughly. Air oxidizes the moisture 
and carries it off. If allowed to re- 
main, the linings will decay. There- 
fore let shoes stand on forms every 
other day at least. This point may 
help you sell that extra pair. 

Ladies as a rule are very careful 
of their gowns, hats, furs, etc. They 
put them away on hangers, forms, 
etc. They seem to expect shoes to 
take care of themselves—throw them 
into closets, often without forms or 
trees. As a matter of fact, shoes 


need very special care, since they 
are subjected to much harder wear 
than any other item of apparel. 





Is the Shoe Trade an Art? 


GREEN Bay, WIs., Sept. 15, 1925. 
—Proprietors of Green Bay shoe 
stores classify the selling of shoes 
as an art rather than a business, ac- 
cording to recent information from 
this city, and several lines of com- 
parison can be followed out along 
this line. The first requisite for suc- 
cess is mastery of the work princi- 
ples of psychology. Then out of long 
experience in the craft comes a cer- 
tain technique, and when this is 
combined with inspiration, the re- 
sult is art, according to these 
dealers. 

Some of the qualities of a good 
salesman which they set forth in- 
clude: a good memory so as to men- 
tally classify each customer’s likes 
and dislikes; a convincing manner; 
a pleasing personality. He must also 
be courteous. It is necessary for him 
to study various types of feet and 
foot troubles and their remedies. 

As art is ‘classified into specialties 
such as landscape, portraits and the 
like;’shoe selling has the divisions 
of men’s, women’s and children’s, 
and Green Bay retailers believe that 
each requires separate study. 


Hittin’ High 

One of the code of ethics of the 
National Shoe Travelers’ Associa- 
tion is as follows: 

“We announce our ambition to ele- 
vate the standards of our vocation 
and it is our desire and purpose to 
conduct our business dealings and 
personal relations in such manner as 
to make manifest our sincere en- 
deavor.” 

What do you think of that, retail 
folks? 














He has just been told that he is 
wearing kangaroo shoes 





Random Quotations 


“Success comes in cans; failure 
comes in can’ts.” 

“The only people who enjoy hear- 
ing your troubles are lawyers. They 
get paid for it.” 
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The Retail Shoe Salesman’s 


Forum 


In Which the Folks in the Front Lines Give Their 
Opinions, Ideas and Experiences 


“In order to become an assistant 
manager, I would expect to be able 
to fit shoes correctly, know the lasts 
and patterns that will fit customers’ 
feet properly, have knowledge of 
the feet in order to give customers 
information about their foot trou- 
bles and to fit them in correct foot- 
wear as well as appliances, if 
needed.”— ARTHUR J. WITT, with 
Stein Bres. Co., Hastings, Neb. 

* * * 


“To qualify for promotion to as- 
sistant manager we retail shoe sales- 
men can do one thing that will bring 
this about more rapidly than any- 
thing else. That is to assume the 
owner’s attitude. This statement is 
theory, inasmuch as the writer is 
simply a salesman himself. Assum- 
ing that this is merely theory, let 
me suggest that we try out this 
idea, which means doing the things 
listed below: 

“1, On every sale try selling, not 
just shoes, but the policy of your 
house and yourself. 

“2. Sell more slow movers, find- 
ings and hosiery. 

“3. Try to make the manager’s 
job easy by doing the detail work 
without being told to do so. 

“By following the above sugges- 
tions we may not all be promoted, 
but we will get a lot more kick out 
of our work. You can bet on that.”— 
F. E. Day, with Manning & Arm- 
strong’s Walk-Over Shoe _ Store, 
Reading, Pa. 

* *% * 

“T think that every salesman 
should receive a straight salary. A 
man working on commission will 
probably sell the most shoes for a 
few months or a year, but in order 
to get this commission he must sell 
shoes. In ‘selling’ to customers he 
does not stop to really fit them; in 
many cases all he can see is his com- 
mission. In due time the store loses 
a great many customers through 
hasty fitting and wrong styles which 
were sold for greater commission 
and for commission alone. In the 
long run both the store ‘and the 
salesman lose.”—M. K. McKEN- 
DRICK, MecKendrick Shoe Co., Salt 
Lake City, Utah. 

* * * é 

“The size stick or any other form 
of foot measurement is not exact 


nor ever will be. How can anybody 
get perfect results if all different 
lasts vary? Even two pairs of shoes 
on the same length and width vary 
somewhat, since lasts vary to some 
extent, due to weather conditions, 
etc. The best form of measurement 
in my opinion is your trained eye 
and head.”—LovuIs LEVINE, with 
Jordan Marsh Co., Boston. 








Unhappy sensation of salesman 
caught snatching a puff 


“IT have studied the methods of 
retail sales compensation and I have 
decided that a combination of both 
is the best method. There are sev- 
eral reasons why. There are also 
advantages. 

“If a salesman or saleswoman is 
working on commission with a guar- 
anteed salary it is up to him or her 
to make as much money as possible. 
In order to make a lot of money 
they are going to try their best to 
sell every customer. They will take 
much more interest in selling and 
also more interest in the firm for 
whom they are working.”—MIss 
LEE FORREST ROWE, 5922 Wells 
Avenue, St, Louis, Mo. 

* * *% 

“As to my hardest sale, I think 
the one I’m on at the time is the 
hardest one, so as to give my cus- 
tomers the best service possible. 
This adds interest and zest to the 
work. The first thing in the hardest 
sale is, not to take the money where 
there’s a probability of a return or 
approval or refund. I try to get in 
sympathetic touch with customers 
while fitting; thereby making my 
hardest sales all easiest sales.”—C. 
M. SMITH, with Philipsborn Shoe 
Dept., Washington, D. C. 
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“In selling I cannot think of a 
more valuable asset than knowing 
your stock. Know where your stock 
is located so you can leave your cus- 
tomer and walk directly to the shoe 
you have in mind. -A customer often 
becomes discouraged with a clerk 
because of the time wasted in look- 
ing for a certain shoe- Know when 
and how to show certain styles of 
shoes either for their quality or style 
by displaying them properly to the 
customer and then talk your shoe ac- 
cording.”—P. E. JACOBS, with Potter 
Shoe Co., Cincinnati, Ohio. 


Booze? 


You hear quite some talk about 
booze in some sections of the coun- 
try. Sometimes one almost believes 
that old John Barleycorn is still very 
much alive. But I haven’t noticed 
any “Help Wanted” ads that listed 
booze-guzzling as one of the desired 
attributes. 

The other day in the shank of the 
evening I was picking cucumbers in 
my garden and noticed a snake un- 
der one of the vines. No snake ever 
hurt me, except to scare the day- 
lights out of me, and I suppose this 
fellow was entirely harmless. But 
the primal instinct to get ’em and 
get ’em quick prevailed and pretty 
soon he was dead—I thought he was 
—he looked dead, anyhow. But a 
whole hour later when I went again 
to the scene of battle and picked him 
up to cart away to the boneyard I 
found there was life in the critter 
yet. Just so with this booze busi- 
ness. Maybe it’ll take thirty years 
to kill it off; it will be well worth the 
time. 


A Brain Twister 


In the August issue of The Re- 
tail Shoe Salesman we propounded 
this littlé business problem: A re- 
tail shoe merchant bought of one 
style shoe, 108 pairs patent leather 
at $4.10 per pair; 144 pairs of black 
satin at $4.20 per pair; 72 pairs of 
Russia calf at $4.35 per pair, and 36 
pairs of black ooze calf at $4.60 per 
pair. He sells them all at $6.50 per 
pair. What is his gross profit on 
the transaction, not counting dis- 
count? 

Answer—$813.60. 


Gold Dust 


“However mean your life is, meet 
it and live it; do not shun it and call 
it hard names.” 


“T had three chairs in my house; 
one for solitude, two for friendship, 
three for society.” 
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Concentrate If You Would 


Win Success 
This the Keynote of New York Convention 


NE of the most successful and 

resultful conventions ever 

held by the New York Staie 
Shoe Retailers’ Association con- 
cluded Sept. 15 with a largely at- 
tended dinner, entertainment and 
dance at Newport, on Irondequoit 
Bay, Lake Ontario. 

The convention, the seventh in the 
history of the association, was held 
at the Powers Hotel, Rochester, 
Sept. 14 and 15, and was character- 
ized by practical work accomplished, 
excellent addresses and discussions, 
and by an unusual spirit of coopera- 
tion and exchange of information, 
ideas and experiences of mutual 
concern in the problems common to 
the industry. 

If one thing more than another 
was the keynote of the convention, it 
was this: Specialization and Concen- 
tration. The advantage, profit and 
even the necessity of the application 
of these great economic principles to 
the conduct of retail shoe stores 
under present conditions were made 
palpable and manifest in every ad- 
dress and in every discussion, in 
open session and in private confab. 

This is a practical result of the 
highest order—to the _ individual 
dealers who participated and to the 
entire retail shoe field. Moreover, 
such work crystalizes and gives life 
and vigor to the retail association 
movement. No longer do conditions 
permit the isolation of any mer- 
chant; these conditions are to be 
thus met and converted into profit- 
making, rather than submissively 
endured. Associations of retail shoe 
merchants, expressing themselves in 
such gatherings as this State con- 
vention, exist for exactly. such pur- 
poses, and so form an essential to 
modern business. 

Another departure from custom, 
tried here with marked satisfaction, 
may well be studied by other State 
associations. This convention was 
conducted by and for the retail mer- 
chants without asking the assistance 
of manufacturers, wholesalers or 
allied concerns in any guise what- 
soever, either by exhibition, style 


show, advertising, contribution or 
otherwise. The Rochester retail 
shoe merchants financed their own 
part as convention hosts, and did a 
splendid piece of work. The moral 
effect of this policy and this achieve- 
ment is wholesome and sound. 
William Pidgeon, Jr., of Roches- 
ter, chairman of the general con- 
vention committee, opened the con- 
vention at 11 o’clock Monday morn- 
ing. Congressman Meyer Jacobstein 
made the principal address of this 
session, after invocation by the ven- 
erable and greatly beloved chaplain, 
Elmer D. Gildersleeve of Poughkeep- 
sie, the address of welcome by Mr. 
Pidgeon in the temporary absence of 
President VanArsdale of the local 
Association and by President Mott 
B. Hughey of the State association. 


ONGRESSMAN JACOBSTEIN 
spoke interestingly and instruc- 
tively on “Business and Govern- 
ment” and emphasized the necessity 
of merchants establishing their own 
standards of business practice rather 
than the imposition of these by 
legislation. 
The reports of Secretary Harry 


Officers Elected at 


Rochester Convention 


President—Charles T. Mil- 
ler, Poughkeepsie. 

First Vice-President—E. P. 
Elitharp, Watertown. 

Second Vice-President — 
Burt J. Gosper, Elmira. 

Fourth Vice-President — 
Watson A. Butts, Fulton. 

Secretary—Harry A. Chase, 
Rochester. 

Treasurer—Jesse L. Patton, 
Schenectady. 

Directors for three years— 
John Slater, New York City; 
Mott B. Hughey, Watkins; 
W. W. Dusenberry, Auburn; 
J. H. Schmanke, Rochester; 
C. H. Barton, Buffalo. 


A. Chase and Treasurer Jesse L. 
Patton were received and approved 
at this session. Monday afternoon’s 
session was an open forum on fall 
styles. 

George Trentman, of William 
Eastwood & Son Co. of Rochester, 
led the discussion on women’s styles. 
He expressed the belief that simpli- 
fied patterns in straps and pumps 
would continue good, with buckles 
strong: later in the season; that low 
heels on style shoes are growing in 
demand; that patent, black satin, 
tan russia, black suede and gun 
metal would continue popular in that 
order; that no sudden revolutions in 
patterns, lasts or material would 
occur for some time to come; that 
welt three-eyelet oxfords are good, 
and five and six-eyelet oxfords are 
not in much call, except in staples; 
that stocks are now about right; 
that business conditions are better 
than for a long time. : 


HE discussion brought out these 

things: that gores will continue 
good because they fit and look well 
and in many cases seem to be outsell- 
ing straps; that so-called orthopedic 
shoes are gaining in style effects— 
straps, etc.—and are losing in plain 
oxford types; that the question of 
guaranteeing satin is not of impor- 
tance, as it is not a necessary action; 
that average stores featuring cheap- 
er shoes usually lose somewhat their 
higher grade business; that quality 
and service should be pushed rather 
than price as a too-prominent ele- 
ment; that profits are better and the 
outlook much more hopeful; that 
darker shades of tan than last sum- 
mer’s shades would be in continued 
favor this Fall and Winter; that 
there is little call for velvets in the 
better grades; that there is a trend 
toward a little more height and a 
more pointed toe in Louis heel num- 
bers. 

Mr. Trentman gave a clear, frank 
and highly instructive presentation 
of.the women’s style problems. 

Merton E. Smith of Penn Yan led 
the discussion on men’s Fall styles. 
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The consensus of opinion may be 
summarized as follows: Z 

An increase in black oxfords; 
more demand for low shoes by coun- 
try customers; tan of darker shade 
than the past Summer; no increase 
in blucher types; straight calfskin 
in demand much beyond Scotch 
grain for early selling, at least; 
smart patterns favored. 

Lewis J. Fuller of McFarlin’s, 
Rochester, led the forum on chil- 


MOTT B. HUGHEY 


1925 President of the New York 
State Association 


dren’s shoe styles. This discussion 
developed these chief points: 

More crepe soles being demanded ; 
fancy styles and soft soles passé; 
moccasin types increasing; welts 
and pack sales dominate in town 
trade; some stitchdowns in outlying 
stores; neighborhood stores getting 
a goodly share of children’s business. 


ARRY H. PHELAN of Roch- 
ester related his experience as a 
specialist in handling children’s 
trade successfully and profitably and 
said that to do this class of business 
right one must love children’s shoes, 
specialize in this service, and keep 
at it for years; that not too many 
blocks must be carried if a good 
turnover is desired. 

The matter of gifts for children 
was discussed. The opinion pre- 
vailed that this is good policy and 
that balloons are the best form of 
novelty for this purpose. 

R. E. Weschler of Erie, Pa., was 
introduced and spoke briefly on some 
of his methods of doing business. 
At this session a telegram from A. 
H. Geuting of Philadelphia was 
read expressing regret at his in- 


ability to be present to address the 
convention. 

President Hughey presided at the 
Tuesday session, which lasted from 
11 until 1:30 o’clock. This was the 
only session held Tuesday, as Presi- 
dent Hughey felt that the afternoon 
should be left free for the inspec- 
tion of the various sample lines 
shown at the convention and for per- 
sonal conferences among the mer- 
chants. 

The feature of the day’s meeting 
was the able, practical and illumi- 
nating address by T. M. B. Hicks, 
display manager for William Filene’s 
Sons Co. of Boston. Mr. Hicks’ 
subject was “Planning Your Busi- 
ness to Produce More Business,” 
and was one of the best addresses 
ever delivered before any body of 


retail shoe men. 
N R. HICKS, while he covered his 
subject from many angles, 
dwelt chiefly on the question of the 
development of the chain store sys- 
tem in the retail shoe field. He dis- 
cussed this at length because it is 
a live question today and because it 
is the newest important development 
in retail shoe distribution and is a 
factor that all merchants are con- 
sidering. He pointed out that as 
each new method of distribution in 
the past—the general store, then the 
specialty store, then the department 
store, then the mail order house— 
has arisen, it has excited apprehen- 
sion and some disturbance, but each 
has proved its own utility and set- 
tled into its own sphere of action, 
always without lessening the volume 
of business done by the other sys- 
tems; on the contrary, statistics 
prove that all have grown in vol- 
ume. He did not anticipate any 
other result from the present in- 
crease of chain stores in the shoe 
industry. 

Mr. Hicks estimated that there 
are about 100 chain systems in the 
shoe field, with five or more stores, 
for a total of between 2000 and 2500 
stores; this is about 2 per cent of 
the total number of outlets and they 
do 8 per cent or 9 per cent of the 
business, or about $100,000,000. 

Each new type of store brings 
new methods and systems. Existing 
stores must adapt themselves to the 
changed conditions which are bound 
to result. Chain stores seem thus 
far to be confined to the larger 
towns, to handling relatively low 
priced shoes, $6 and under, and to 
fall into two general classes of mer- 
chandise: plain, staple, low price 
goods, or extreme style effects. They 
seem to be fairly well standardized, 
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with a limit to their service and in 
sizes and styles carried. 

Chain shoe stores, said Mr. Hicks, 
appeal chiefly to two classes: one, 
the largest numerically, but not in 
money volume, the women who can 
afford only a few low price shoes; 
and the women who can afford to 
pay more but who prefer to buy 
many pairs successively so as to 
keep up with changing styles to 
match their frequently changing 
costumes. 


UTSIDE these classes, who form 

the backbone of typical chain 
store patronage, he said that the 
three important divisions of women 
shoe consumers are: first, women 
who buy high priced footwear for 
quality—well-to-do women who buy 
carefully; second, women who buy 
their shoes at moderate prices but 
insist on good quality and service; 
third, consumers of special type 
shoes, such as sports footwear, short 
vamps, extreme sizes, etc. 

According to the speaker, the 
typical chain shoe store does not 
cater well to any one of these 
classes. 

Mr. Hicks then proceeded to state 
his ideas of the solution of chain 


PERCY E. HART 
A leader in the association who 
served this year as first vice- 
president 


store competition by other retail 
merchants. He summed it up in one 


word—specialization. The indepen- 
dent retail shoe dealer must, in order 
to specialize in reference to his 
chain store competitors, choose 
either to operate in the field covered 
by the chain store or in the field the 
chain store does not touch, as out- 
lined here. 
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Specialization in this _ respect, 
which is also another form of con- 
centration and standardization, the 
speaker maintained should be in the 
field where the independent store 
has previously had success, that is, 
where the profit lies, excluding all 
other lines and channels. Concen- 
trate in the effort to do more busi- 
ness with the customers already had. 
Briefly, then—find where. your profit 
lies; concentrate at that point. 


HE speaker stated that few, if 
any, stores could successfully do 
business with high, medium and low 
grades; they might, and often do, 
succeed with two grades, either the 
upper or lower two, but practically 
never with all three at the same 
time. There is room, he believed, 
for a few extreme specialists; but 
the average shoe store would find 75 
per cent of its profitable business in 
reasonably staple goods at moderate 
prices. He also discussed the style 
question in relation to specialization. 
In meeting chain store competi- 
tion direct he asserted that the aver- 
age store should not cover too much 
ground, either in price range, sizes 
or styles—not have too many quali- 
ties, too many sizes, too many styles 
—and especially too many end sizes 
should be avoided, as this is where 
the largest single loss is found, due 
to necessary mark-downs. The best 
policy for independent retail stores 
meeting chain store competition on 
their own ground is this: one qual- 
ity, one price, standardization of 
size schedules, relatively few styles. 
Mr. Hicks’ address was received 
with rare attention and interest and 
with great appreciation. 

At this session a telegram was re- 
ceived from President John J. 
Baird of the National Shoe Re- 
tailers’ Association saying that he 
had been unexpectedly seized by ill- 
ness and that his physician forbade 
his leaving home and that he greatly 
regretted that he could not be pres- 
ent and address the convention. A 
telegram was ordered to be sent by 
the secretary to Mr. Baird convey- 
ing the sympathy and regret of the 
association. 

George M. Spangler, manager of 
the N. S. R. A., then addressed the 
gathering on the work and purpose 
of the national body. 

H. L. Pierce of the insurance ser- 
vice of the N. S. R. A. spoke briefly 
on that feature of the national or- 
ganization. 

John J. Slater, former president 
of the N. S. R. A., was introduced, 
received most heartily and spoke 
feelingly on his interest in New 


York association work. He also told 
of some of his methods and systems. 
F. X. Wholley of the Barnet 
Leather Co. addressed the conven- 
tion and asked the cooperation of the 
dealers in informing the tanners of 
their advance ideas as to colors and 
leather so that proper cooperation 
might always be provided. He pre- 
dicted a long continuance of so- 
called fancy leathers. and forecast 
lighter colors for next Summer. 


N motion by John Slater, unani- 
mously and_ enthusiastically 
adopted, Elmer D. Gildersleeve was 
made an honorary member of the 
N. Y. S. S. R. A. for life. 
Rossiter L. Seward, Rochester 





JESSE L. PATTON 


Treasurer of the N. Y. state as- 
sociation during 1925, and re- 
elected for 1926 


manager of the BooT AND SHOE RE- 
CORDER, was unanimously elected an 
honorary member, as was also Ray- 
mond L. FitzGerald of the Roches- 
ter office of The Shoe Retailer. 

A resolution by C. H. Barton of 
Buffalo was passed, putting the asso- 
ciation on record in opposition to 
the guaranteeing of satins, as unfair 
alike to shoe manufacturers and to 
retail shoe merchants. 

Over 200 men attended the smoker 
at the Powers Hotel Monday eve- 
ning. An excellent vaudeville pro- 
gram was rendered and a_ buffet 
lunch served. The ladies of the con- 
vention attended Eastman’s Theater 
Monday evening after an automobile 
trip about Rochester in the after- 
noon. 

Next year’s conventino probably 
will be held at Poughkeepsie. 

The Rochester committees acting 
as hosts for the convention were as 
follows: 


GENERAL: William Pidgeon, Jr., 
chairman; H. J. VanArsdale, Harry 
H. Phelan, John H. Schmanke, Ran- 
ney H. Webster, P. M. VanDeventer, 
Don J. Burke, Philip Leckinger, 
George L. Snyder, Fred L. Meyers, 
Sol. Rosenbloom, James F. Olm- 
stead, Alfred Fredericks, A. B. 
Eastwood, James Tighe, Joseph M. 
Pratt, E. A. Hanley, Ernest R. Park, 
Robert Howard, A. J. McLeod, Clark 
B. Rowley, Harry A. Chase, Rossiter 
L. Seward, Cleon B. Shields, Allan 
B. Draper. 


OTEL: Harry H. Phelan, chair- 
man; Harry A. Chase, James 
F. Olmstead. 

ENTERTAINMENT: John H. 
Schmanke, chairman; R. L. Seward, 
Don J. Burke. ° 

FINANCE: Don J. Burke, chair- 
man; J. P. Byrne, A. B. Eastwood, 
R. H. Webster, J. H. Schmanke. 

PROGRAM: William Pidgeon, Jr., 
chairman; H. J. VanArsdale, P. M. 
VanDeventer. 

PRINTING AND BADGEs: R. L. Fitz- 
Gerald, chairman; Philip Leckinger, 
A. F. Smith, Fred L. Meyers. 

The following firms showed their 
lines on the fifth and sixth floors of 
the Powers Hotel: Ault-Williamson 
Shoe Co., Avon Sole Co., Barnett 
Leather Co., George W. Baker Shoe 
Co., A. J. Bates Co., Bergen-Ridge 
Co., Bliss & Perry Co., Boyden Shoe 
Co., Brown Shoe Co., Burrows Shoe 
Co., The Carpenter Shoe Co., Inc., 
Converse Rubber Co., W. B. Coon 
Co., Craig, Reed & Emerson, L. A, 
Crossett Co., Dunn & McCarthy, 
Irving Drew Co., Chas. A. Eaton 
Co., Empire Last Works, Endicott- 
Johnson Corporation, Excelsior Shoe 
Co., Feder-Gregg Shoe Co., Ferris 
Shoe Co., C. P. Ford & Co., Gar 
Shoe Co., C. A. Goodnow Shoe Co., 
Hazen B. Goodrich Co., Hamilton- 
Brown Shoe Co., Harry L. Jones, 
Inc., John Kelly, Inc., Krippendorf- 
Dittman Co., Glee Display Fixture 
Co., F. A. Kuhnert Shoe Corpora- 
tion, Lape & Adler Co., McLaughlin- 
Sweet Co., Marston & Tapley, Meng 
& Bastable, The Menihan Co., P. W. 
Minor & Son, Inc., Moore-Shafer 
Shoe Mfg. Co., E. P. Reed & Co. 
Roberts, Johnson & Rand, Saks Shoe 
Co., Schuman Shoe Co., Sherwood 
Shoe Co., Taylor & Co., Utz & Dunn 
Co., Wise & Cooper, Wiechman Pat- 
tern Co. and Winchell Shoe Co. 

Among the retail merchants who 
attended the convention were Mi- 
chael Alteir, Rochester; Austin 
Brenman, Rochester; Watson A. 
Butts, Fulton; C. A. Beckwith, Ful- 
ton; Charles H. Barton, Buffalo; 
Don J. Burke, Rochester; Fred 


[CONTINUED ON PAGE 64] 
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e Is Personality a Commodity ? 
Bl By Arthur G. Staples 
ba 
XK 


Editor, Lewiston (Me.) Journal 


of William Feather’s articles the following which amazingly backs up what was said 


Ts: new-fangled subject of “personality” of which we hear so much. I find in one 
in this column. It is as follows: 


Why all this talk of late years about personality? What is personality, anyhow, and 
what good is it? What does it avail its possessor? 

There has come to be a habit of speaking of personality as if it were a sort of magic, 
or witchcraft, or hocus-pocus; as if by natural gift or selling himself to the devil, or a 
correspondence school, a man could possess a secret method of “putting it all over” his 
fellows. 

This is almost pure nonsense. 

To be sure, personality will attract attention, but so will going without one’s collar. 
And is personality in itself any more valuable than the other? I doubt it. 

A business man told me how he once tried to interest a soap manufacturer in a co- 
operative advertising plan. He didn’t sign up the manufacturer, but he did receive an 
offer of an attractive job. 

“If you don’t put this over,” said the soap man, “come back and see me. I’ve a good job 
for you. You’ve got a strong personality.” 

But my friend didn’t go back. 

“TI think I could have gone just as far with that man if I called on him every time 
without a collar,” he said. “By that I mean that while going without a collar I would have 
set up a barrier between us. My personality also set up a barrier. He enjoyed my visits 
because they proved to him that he was able to cope with ‘strong personalities’ and get 
the best of them. That, I am convinced, is the reason he didn’t sign my contract, although 
he admitted its value—he just couldn’t bear to let my ‘personality’ get the better of him.” 


p54 LL salesmen, I believe, are up against the same thing. A “commanding” or “dominat- 

be4 ing’’ personality will get a good first interview, and will be of high value when busi- 
ness relations are established. But people don’t like to be commanded or dominated, so 

Be their arms go up instinctively to defend themselves against signing up with the command- 
ing one. 

Bei The salesman with moderate or even insignificant personality, if he knows what he is 

bed talking about, can get in under the guard of the wary buyer, and has a distinct advan- 
tage in establishing initial relations with a new customer. And after relations are estab- 

p54 lished it is not personality, but service, which is going to count. 

Ba I believe there is such a thing as excess of personality in other things than salesman- 
ship. 

Bed I once sat all day in the court room at an important civil suit in which I was a wit- 
ness, and admired the strong personality of the opposing counsel and especially the effect 

Bq it was having on the jury, and felt sorry for the undersized, commonplace fellow who rep- 
resented our side and who had to follow him in closing. 

| As the little fellow proceeded, however, I realized that he had the jury’s full attention 

Fed and sympathy, and at the end I wasn’t in the least surprised that they brought in a ver- 
dict for my friend. That ordinary-looking lawyer, without any of the endowment of looks 

Bet or manner which would cause any of the jurymen to remember him even the next day, had 
simply, by his very lack of those qualities, disarmed the jury at the start, and they sat 

Bq listening to him without any of the feeling that here was a smart lawyer who was going 

Ba to put something over on them if they didn’t look out. 

Wy, 

Ys 

ow 

ee 


O I say to those who have been conscious of what they thought was a weak person- 
ality and who have been kidding themselves that their rivals with strong ones couldn’t 
help getting on faster: rejoice that you have learned that the man people want to listen 
to, whether buyers or jurymen, is simply the man who knows what he is talking about is 
honest. 
Ted 
———- Spe ES prey ee | 
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The Proper Way To Dye Shoes 


WELL-KNOWN medical 

writer for daily papers re- 

cently published an article on 
the subject of shoe dyes, in which 
he referred to alleged dangers to 
the human system from the use of 
such dyes. 

Believing that this article may 
have aroused fears among the read- 
ers of these papers which are meas- 
urably uncalled for, Louis M. Han- 
num, president of the Shoe Polish 
Manufacturers’ Association of 
America, has written a reply, for 
the purpose of trying to correct any 
wrong impression concerning the 
practice of dyeing leather on shoes 
that the medical man’s article may 





Safely 


Never Should Be Worn Until Dry 


have caused. Mr. Hannum writes, 
in part: 

“To get the color wanted into 
anything some form of dye must be 
used. Throughout the centuries 
dyes have played a tremendous part 
in the leather, textile and other in- 
dustries. No records are available 
to show the number of cases where 
lives have been lost, due to poison- 
ous dyes. I venture to say, however, 
that the record is very low. 

“In the practice of dyeing shoes 
at home, the shoes dyed should 
never be worn wet with the dye. 
Dye the shoe and allow it to dry. 
The same applies when the shoe is 
dyed in any of the many repair 


shops now undertaking to keep 
shoes in good condition for the 
wearers. In allowing a dyed shoe to 
dry before wearing, the dye _ be- 
comes altered by atmospheric 

ange and makes the shoe wear- 
able with safety.” 

It is understood that some manu- 
facturers of shoe dyes are enclos- 
ing with each package a printed 
slip, advising that persons who 
have their shoes dyed refrain from 
wearing them for two or three days 
in order that they may have an op- 
portunity to become thoroughly 
dried out. This practice is recom- 
mended to all manufacturers by 
President Hannum. 








Concentrate If You 
Would Win Success 


[CONTINUED FROM PAGE 62] 
Cook, Rochester; Donald W. Card, 


Ithaca; W. W. Dusenbury, Geneva; 


Charles Drake, Rochester; Ray F. 
DeMallie, Rochester; F. L. Deline, 
Buffalo; W. E. Eastwood, Roches- 
ter; R. Enler, Buffalo; E. P. Eli- 
tharp, Watertown; Herman Frie- 
dell, Rochester; Wm. M. Farrell, 
Cortland; Jack Grannary, Buffalo; 
George Green, Rochester; Burt J. 
Gosper, Elmira; Leslie Gardner, 
Oneonta; Elmer D. Gildersleeve, 
Poughkeepsie; George Hurley, Roch- 
ester; W. P. Hannifan, Olean; P. V. 
Hanon, Ithaca; H. B. Harrington, 
Rochester; Thomas Haigh, Roches- 
ter; Mott B. Hughey, Watkins; Wm. 
E. Herrick, Albany; J. D. Hum- 
hecht, Fort Plain; W. D. Lloyd, Le 
Roy; Raymond C. Long, Glens Falls; 
Clarence I. Lanich, Buffalo; Philip 
Leckinger, Rochester; Wm. Leckin- 
ger, Rochester; B. Mangin, Roches- 
ter; James Olmstead, Rochester; 
Walter Steber, Herkimer; Fred L. 
Meyers, Rochester; Charles T. Mil- 
ler, Poughkeepsie; Wm. Mulflue, 





Saranac Lake; C. W. O’Shea, El- 
mira; C. C. Phelan, Rochester; 
Harry Phelan, Rochester; Joseph M. 
Pratt, Rochester; William Phillip- 
son, Rochester; William Pidgeon, 
Sr., Rochester; William Pidgeon, 
Jr., Rochester; H. Irving Pratt, 
Oswego; J. L. Patton, Schenectady; 
M. F. Stuntz, Buffalo; George W. 
Snyder, Rochester; Joe A. Schact- 
zer, Buffalo; H. Merton Smith, Penn 
Yan; S. W. Smith, Batavia; John 
H. Schmanke, Rochester; C. N. Sala, 
Toronto, Canada; John Slater, New 
York; W. B. Sizer, Rochester; Henry 
Tucker, Niagara Falls; H. J. Van- 
Arsdale, Rochester; P. M. VanDe- 
venter, Rochester; E. H. Wheeler, 
Watertown; Lee T. Woods, Roches- 
ter; and E. J. Wade, Jamestown. 


New Shoe Concern in 


Athol, Mass. 


The Ansin Shoe Co. has already 
started work in the old Lee factory 
in Athol, Mass. They occupy what is 
called Building I, which is the origi- 
nal Lee factory built by C. M. Lee 
many years ago and containing about 


20,000 square feet of floor space. 








The Ansin Shoe Co. is to manufac- 
ture 1800 pairs of women’s novelty 
McKays daily, as well as a line of 
misses’ and children’s shoes. The 
firm is composed of S. D. Ansin, A. 
B. Ansin and Arthur W. Anderson. 
The work has been started on 20 
cases a day, and soon they hope to 
reach capacity. 

Alongside of their line of samples 
of snappy looking women’s shoes 
they have the first children’s shoes 
made by Lee in 1850, and the con- 
struction of these old relics is of 
great interest to the old-time shoe 
men. S. D. Ansin is in Boston every 
day and has his office at 74 South 
Street. 


Amalgamated Leather Co.’s 
Change Executive Offices 


The Amalgamated Leather Com- 
panies, Inc., are now occupying new 
executive offices and salesrooms at 
315-317-319 Arch Street, Philadel- 
phia. They will welcome calls from 
their friends and customers at this 
new location, where full lines of.all 
their well-known leather specialties 
will be carried. 
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What are Shoe Bargains? 


Webster defines “bargain” as an advantageous 
purchase. Low price is not a necessary consid- 


rae Proper Suviny fixtures Bs a 

than cut prices to make your shoes look like 

bargains, and will increase instead of reducing Allisteel F iles 

your yao. . Derm that operate at a touch, 
_J with velvet smoothness—greater 

filing capacity per unit—unusual fire 

protection—and no wearing out. All 

these are Allsteel File advantages. 


Welded construction throughout, 
beautifully and richly finished in 
baked-on enamel, Allsteel Files— 
like the entire Allsteel Office Equip- 
ment line—guarantee you permanent 
satisfaction, at a reasonable cost. 
Write for the new GF Allsteel Furniture Catalog. 
THE GENERAL FIREPROOFING CO. 
Youngstown, Ohio 
Profitable shoe patronage is captured by good : <, Comma FSAny meee, Patdne 
merchandise effectively displayed. Hugh Lyons’ 
Shoe Store Book shows an endless assortment of 
shoe stands, tabourettés, plateaus, etc., all de- 
signed especially for shoe store window displays, 
and moderately priced. 




















Unit displayers are wonderfully effective for 
showing polishes, cleaning preparations, buckles, 
and the many similar items which are a part of 
every well ordered shoe stock. 





Send for the Shoe Store Book 


If you are interested in more effective display 
ask us to send you the Shoe Store Book. It's 
free. A card will do—mail it today. 


HUGH LYONS & COMPANY | pensece rnc eeentorac ey om Merhaemmnnnnny 
Michi gan Youngstown, Ohio 


Please send me without obligation a copy of your Allsteel Furni- 
35 W. 32nd St. 


' 

i | 

a 

L ture Catalog. 
217 W. Jackson Blvd. : 

H 

' 

' 

H 
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A Significant Fact ! 


"VERYBODY who tries FOX PAT- 
ENT LEATHER comes back for 
more. Many of the most particular manu- 
facturers are steadily using it, and thus 


far none who have sampled it have failed to 


continue re-ordering in increasing volume. 


This remarkable fact speaks for itself. 


Tolman-Fox Corporation 
Makers of Patent and Colored Side Leathers 
210 SOUTH ST., BOSTON, MASS, 


{ 
' 
W. G. BLAIN, A. BE. PERRY, GEO. MUGAVIN, 
304 Arch St., 20 Andrews S&t., 707 Sycamore St., 
Philadelphia, Pa. Rochester, N. Y. Cincinnati, Ohio 


friends every day. Are they making 


friends of your customers? 


Honest values in Murphy 
' Shoes will help you to 
build a permanent business. 


No. 3327—Cut from soft, heavy Chocolate 
Eik, Full Chrome Tanned, Wide Munson 
Last, Bellows Tongue, Heavy Double Oak 
Soles, Goodyear Welt. Flexible an , Weer. 
Resisting. Lined Vamp, sizes 5 to . -$3.50 
No. 4427—Boys’, 2% to 6...........s08- $2.85 


No. 4426—Youths’, 11 to 2..........s008 $2.60 


Write for In-Stock Catalogue 


Terms 2/20 Net 30 Days 
F. O. B. Boston 
Chocolate Elk, ete “Waterproofed Upper, 
eR Aea" J.D. MURPHY SHOE CO. 
a. cose iptiiins Elk Moccasin 
Uskide Sole, White Storm t, Cadet NATICK, MASS. 
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Made in. the 
following colors: 


WHITE 
BLACK 
‘CHAMPAGNE 
APRICOT 
CHIPPENDALE 
GOLDEN 
BROWN 
FIELD MOUSE 
PEARL 
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Use Evans PEACOCK COLORS 


LININGS 


and gain a reputation for leather value, 
beauty and service inside your shoes as 
well as out. 





Made on a straight Goatskin, — drum 
colored—dyed through and through. 


Made to blend with and also protect deli- 
cately colored hosiery from staining by 
crocking. 


tandardize a . 
Evans Brands 


JOHN R. EVANS & COMPANY 
CAMDEN, N. J. 
(Branches in All Principal Shoe Centers) 


Lonihen 
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- Answers the comfort appeal 
of the tired foot 


TIXHE SHOE with the Crawford Arch Sup- 
* porting Shank not only relieves the tired 
foot but holds the foot in a position not 
readily susceptible to fatigue. 


-The Crawford Shank is a resilient brace 
holding the shank of the shoe close to 
the foot when relaxed and support- 
ingitwhen under weight of body. 


Put Crawford Arch Support- 
ing Shank Shoes on your 
customers’ feet. It will 

prove a profitable 
experiment. 


SPLIT RIVET 
QQCKING SHANK 
TO INSOLE 


t 


Vhe Shoe with the Gawhord 
Arch Supporting Shank 


United Shoe Machinery Corporation 


BOSTON, MASSACHU SETTS 
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Five Davai Tes Nights 
Superb showing of the 


BROCKTON and * " 


HORE SHOES | 


picid ace ™ rere “heedion ye 
with Japanese becomes a ep hen Steppers as picturized 
Combine Wediness with pleasure. | 
Come to this outstanding event which is part of the 


BROCKTON FAIR 


The most wonderful Fair in America 
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Style and Workmanship 


the important features in the 
new shoes soled with 


Man’s Walking Shoe 
Made by Rice & Hutchins 


NATURAL CREPE KEEPS ITS SHAPE 


heey p Sit & Riceokner 





September 19, 1925 














BOOT AND SHOE RECORDER 


Appearance and Wear 


Depend upon Workmanship 


The illustration on the opposite page shows one of the new 
styles of 


Natural Crepe Soled Shoes for 
Everybody’s Everyday Wear 


The majority of the leading manufacturers are putting this pop- 
ular sole on a variety of styles for men, women and children. 
The Crepe Sole idea has taken hold and the demand is here. 


Style and Workmanship 
Will Get the Business 


Advertising in the Saturday Evening Post, sport magazi..es and 
newspapers throughout the cour try is telling 35 million people 
about the resilience and toughness of Natural Crepe Rubber — 

— how it absorbs all shock and relieves font-strain 

— how it wears longer and keeps its shape 

—how important it is to get the genuine Natural Crepe 
Rubber (Plantation Finished). 

Write for the Free Handbook which tells all about Crepe 
Rubber, its proper handling, and the right methods of applying 
Crepe Soles to all kinds of shoes. 

Time will be saved and mistakes will be avoided if you study 
this book and learn what to do and what not to do. 


address 


City 


NATURAL CREPE KEEPS ITS SHAPE 
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PhatlesT Wilson ee 


82 BEAVER ST., 
NEW YORK CITY ° 


We carry stocks of all grades 
and thicknesses of 


CREPE === SOLING 


for 


MMEDIATE AND FUTURE 
DELIVERY 





(ar liVeviiva\ 


PUBOTOTOROMOE 
VaViYeN ant 


NATURAL CREPE RUBBER 
| “Plantation Finished | 


APANOx) 


OT) 


We Specialize in All Grades of 


NATURAL CREPE RUBBER 
(Plantation Finished ) 


AWONOAINE 


{ 
~ 


UMD 


PURUROMO 
vax 


1 


VYavlvey 


- And Are Direct Importers of 


Oni 


Harrisons and Crosfield’s 
Estates 


Ya iivaxiy 


I aNiive 





a Vaviivex 


Write for Samples and Quotations 


Your name on our mailing list 
will assure you of receiving our 
periodical market reports. 


SAMPLES AND PRICES ON 
REQUEST 


S 
‘ 


anitvayit 


LITTLEJOHN & CO., Inc. 


E 

= 137 Front Street 

= New York City 
A 








Te 








THE TRAIL THAT LEADS 


3 - 
ae Don’t Overlook This 
“py.” & in New York 
~ ” , View- the Hotel Martin- 


ique—look the inviting, 
wouldn’t buy comfortable rooms over 
—note the genuine conve- 
nience of location, where you 
confertable enough for a working are right in the heart of the 
busy shopping district and 
within easy distance of all busi- 
“The Best —“~ ool : “ 
it ou surprised at the 
plo a unusual rates of this popular 
6 New York Hotel. You can 
enjoy all the comfort and con- 
venience of the Hotel Mar- 
tinique at rates as low as $2.50 
per day. 

oe eee _ Club breakfast at 45c— 
: table d’hote dinner at $1.25— 
also a la carte at unusually 

moderate prices. 


A. E. SINGLETON, Res. Mgr. 


HOTEL MARTINIQUE 
_ Affiliated with Hotel McAlpin 
per Broadway, 32nd to 33rd Streets 

WORK CHIEF New York 


“THE TRAIL THAT LEADS”, 
When writing to advertisers please mention Boot ANp SHOE RECORDER 





The salesman thought any shoe. was 
man’s foot. Many sa‘es aro lost every day because salesmen are trying 
to sell uncomfortable work shoes at a price instead of comfortable shoes at 
a fair profit—-WORK CHIEFS are Goodyear welts made on our own 
modern moccasin last—They are comfortable shoes that bend with cvery 
movement of the foot—and you can sell Work Chiefs for less than you 
have to charge for some of the stiff variety. You can buy them from a 
wholesaler in- your territory. Write us for full information. 





TRAIL MOC SHOE CO. 
Saco, Me. 


THE TRAIL THAT LEADS 
SGVa1 LVHL ‘TiVUL AHL, 
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ABINGTON, MASS. 


fF 
C.H.ALDEN Ca 
Ne 


HE ALDEN PLAN is a success because, 
by permitting better value at no sacrifice 
of profit, it is distinctly in the interest of 


ALDEN customers. 





Our plan also includes quick 
delivery service on certain lines 
altho’ this is not an in-stock 


proposition. 





C. H. ALDEN CO. 


FACTORY BOSTON OFFICE 
10 HIGH ST. 
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H § QUAKER BROWN 
| | ‘ | Color 22 
| Be that ideal tone of brown that so many 
: Bt ‘of the “style wisest” agree upon as 





the exact shade to harmonize with 
the new fall dress fabrics. 
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“Neither too light nor too dark.” 
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Made in Black 
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QUAKER CITY MOROCCO CO. 


519 Huntingdon Street, Philadelphia 
95 South Street, Boston 
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SHOE TRAVELER NEWS 


Conducted by Helen M. Haney, Associate Editor 








Big Earnings for Salesmen- 
Merchandisers 


HE shoe business has reached 

the point where it is not 

enough to merely sell, says C. 
A. Dickens, in one of his recent 
“Weekly Shoe Sales Bulletins.” 
Stocking the dealer is poor policy if 
the salesman leaves his customer to 
sink or swim unaided. Capable 
salesmen-merchandisers are needed 
as never before to suggest 
practical plans that will move shoes 
for the retailer. Salesmen with de- 
veloped merchandising ability are 
welcomed by retailers the country 
over. These men are getting the 
big money, because they render a 
distinct and necessary service to 
their customers and roll up a volume 
that ordinary salesmen do not reach. 

It’s as natural as sunlight 
just a matter of salesmen keeping 
their eyes open, their minds alert, 
reading with a purpose in spare time 
j making the most of their op- 
portunities. The average retailer’s 
field is necessarily limited. He lacks 
the opportunities of travel and ob- 
servation which are a part of the 
salesman’s life. The dealer is hun- 
gry for ideas that will move mer- 
chandise . . draw customers 
4 enlarge his profits. Every 
organization wants more business. 
The salesman who produces it soon 
attracts attention at headquarters. 
Volume closely. measures service 
‘ the man who is a capable 
merchandiser . » Working close- 
ly with his trade, keeping the shoes 
flowing steadily through his retail 
outlets to consumers, is the man who 
comes up to the top instead of being 
headed the other way. 

Talking the advertising your firm 
does is important keep it up 
é but go farther and suggest 
plans for local newspaper advertis- 
ing, window displays, demonstra- 
tions, store displays, “Special Days” 
or “Weeks,” etc. Find out how 
many turnovers your customers are 


getting; know how many they ought 
to get and prepare yourself 
to show them how to do it. Ask 
your sales manager, your advertis- 
ing manager or other executives for 
help. Study the trade papers. Ab- 
sorb information from your best 
customers hunt all the time 
for ideas and plans and pass them 
on to dealers to help them move 
your shoes out of their stores. IT 
WILL PAY YOU WELL. The shoe 
salesman who serves his trade in 
this way is the man who is cashing 
in big. 


Travelers Report Good 
Hotel Service in South 


The man who travels is often- 
times the best authority on the 
town. His opinion is based on the 
type of hotel at which he secures 
accommodations. All through the 
South travelers note a hotel develop- 
ment that speaks in terms of 
prosperity and optimism. 

What is claimed to be the South’s 
finest hotel, Hotel Peabody, Mem- 
phis, is but one-half block away 
from the Sherron Shoe Store. It is 
really on the strength of the pres- 
ence of the hotel that Tom Sherron 
has renewed a long lease for his 
present location. When a merchant 





The new Hotel Peabody, Memphis, 

Tenn., which opened its doors to the 

public September 2. This hotel, travel- 

ers say, illustrates the growth of Mem- 
phis during the past 75 years 


has such an interest in the hospital- 
ity of his city, it certainly speaks 
well of the progress expected in that 
city. 

The Hotel Peabody will have 625 
rooms. The management hopes to 
carry out all of the best traditions of 
the old house, accentuated by the 
latest and best in modern hotel 
service. 

The growth and development of 
good hotels is in line with the 
growth and development of shopping 
districts and shoe stores. The up- 
grading process is one of the factors 
that makes business better. Hotels 
become social centers and increased 
social life means more pairs of 
shoes. 


Walk-Over Semi-Annual 
Conference 


In preparation for the coming sea- 
son’s trip, George E. Keith Co.’s ex- 
ecutives and members of the selling 
force took part in a four days’ busi- 
ness conference at the executive 
building in Brockton. ~- Heads of 
various departments gave detailed 
information in reference to adver- 
tising, selling and style plans for 
the coming season. Latest designs 
in women’s shoes were shown by girl 
models. Following the meeting there 
was a series of sport events. 

The concluding feature was a din- 
ner, at which Vice-President Leach 
presided. Those attending included 
several special guests, as well as fac- 
tory and office executives and sales- 
men. 

President Harold C. Keith made 
an address which outlined the indus- 
trial situation in this country and 
abroad. He mentioned the strong 
financial position of George £. Keith 
Co. and proved conclusively that the 
chief executive of the concern is 
optimistic regarding the coming sea- 
son’s business. 
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Postertee also 
at Detroit, 


Are Flexlumized 


A vivid, striking Flexlume electric sign will 
increase the attraction power of your store 
and, thus naturally, build up your profits. 

Flexlume is as efficient by day as by night 
because its letters are of raised glass—snow- 
white against a dark background, bold by 
day and brilliant by night. 

You want the increased business Flexlume 
can get for you. Write now for literature 
showing other Flexlumized shoe stores and 
information as to how it can profitably serve 


We also build exposed lamp and other types 


of electric signs for those who prefer or re- 
them. 


FLEXLUME CORPORATION 
1220 Military Road, Buffalo, N. Y. 
Phone “Flexlume” — All Qo Cities 





Busiest Stores \ 






































Oaklund, Cali}., 
and Toronto, 
Canada 
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The Penn— 


BLACK SATIN, BLACK SUEDE SADDLE, COVERED 13/8 
CUBAN HEEL. A TOD, 24% TO7 


Price $4.50 


SAME IN PATENT LEATHER OR BLACK CALF, $4.15 


54.N. 4th St. 


SAFETY AND PROFIT 
COLLEGIATE OXFORD 


TAN CALF, 


WITH WHITE MIDSOLE, % FLANGED 
RUBBER HEEL. A TO D, 24% TO 8 


Price $4.10 
IN STOCK—IMMEDIATE DELIVERY 


Send for Catalog of Complete Line 


C. S. GIBBON COMPANY 






GOODYEAR WELT 





























ee 









Philadelphia 












When writing to advertisers please mention Boot Ann SHoe RecorpER 









Be ed ed ee Ot, ed COU Clee 


bh = As oe Oe 


















September 19, 1925 





Norman P. Merrill covers the 

large towns and cities of the 

Middle and Northwest for Bliss 

& Perry Co. of Newburyport, 
Mass. 


Merrill with Bliss & Perry 


Norman P. Merrill, who has for so 
many years represented Bliss & 
Perry Company of Newburyport, 
Mass., covering the large towns and 
cities of the Middle and Northwest, 
is now on an extended trip over his- 
territory with a brand new line of 
turn models such as Bliss & Perry 
are famous for producing. 

Few shoe salesmen of the younger 
generation are better known, liked 
and relied upon by their customers 
than Mr. Merrill. He modestly says 
that the new styles he.is bringing to 
them are going to do their own talk- 
ing. 


Bailey Boosts Men’s Shoes 


Eugene A. Bailey, secretary-treas- 
urer of the Northwestern Shoe 
Travelers’ Association, is one of the 
big boosters for “more pairage” of 
men’s shoes. He believes that the 
retail shoe merchant may increase 
his men’s business by talking of the 
fitting qualities of men’s good shoes 
on “refined” patterns, rather than 
by continuing to promote the wide, 
balloon toes type of shoes. Mr. 
Bailey represents Bion F. Reynolds 
of Brockton in the Northwest. 


Gronvall with Crossett 


O. E. Gronvall, first secretary of 
the Northwestern Shoe Travelers’ 
Association, has resigned from the 
Connolly Shoe Co., Stillwater, Minn., 
and has taken over this territory for 
the L. A. Crossett Co. of North 
Abington, Mass. 
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“Ed”? Mannheimer with 
Three Star 


“Ed” Mannheimer, well-known 
Brooklyn shoe salesman, who re- 
cently “tied” up with the Three Star 
Shoe Co. of New York, manufac- 
turers of high grade women’s turns, 
will make his initial trip for the 
house, starting about Sept. 10. He 
is well pleased with his new Fall 
samples and wants his friends in the 
trade to be sure and wait for a “first 
hand” view of them. 

Said “Ed”: “Three Star has made 
remarkable strides with their shoes 
within the past few years, so those 
who know me may expect that I am 
going to show them something 
‘real.’ ” 

His itinerary will include all of the 
principal centers in the Middle West 
and Northwest. 





“Ed” Mannheimer 
Brooklyn traveler who covers the 
principal cities of the Middle and 
Northwest for the Three Star 


Shoe Co. Incidentally, it’ will be 
seen that “Ed” goes in for golf, 
and from all reports he shakes 
a wicked stick. Maybe he'll have 
time to show a few of the out-of- 
towners how the game is played 


Karl Heimberger on Trip 


Karl Heimberger, who represents 
the Cahill Shoe Co. of Cincinnati in 
Pennsylvania, visited the plant dur- 
ing the first week in September. 
“Karl” is now out in his territory 
with a number of new samples in 
straps and pumps in satins and 
suedes. 

L. B. Cahill reports a large sale 
on pumps calling for large buckles. 
Patent leather shoes are still lead- 
ing, with black satins running sec- 
ond. He states that the company is 
busy with orders for fall shoes. 








Joseph G. Maroon, who covers 
the Pacific Coast for Paristyle 
Footwear Manufacturing Co. 


Maroon on Trip to Coast 


Joseph G. Maroon, who travels for 
the Paristyle Footwear Manufactur- 
ing Co. of Brooklyn, recently started 
a trip across the country which will 
include the Pacific Coast. Mr. Ma- 
roon has with him the new line of 
samples of both fancy novelty bou- 
doirs and high grade turn shoes. 

This is Mr. Maroon’s initial trip 
to the Coast. He anticipates intro- 
ducing the line in the large centers 
throughout the country. He states 
that Paristyle has made quite a suc- 
cess with their product in the East- 
ern section of the country. 





Arnold Executives and 


Salesmen Meet 


The semi-annual conference of the 
M. N. Arnold Shoe Co. executives 
and salesmen was held recently at 
the company’s factory at North 
Abington, Mass., the activities cover- 
ing an entire week. 

W. Percy Arnold, president and 
treasurer of the organization, out- 
lined the general policy for the com- 
ing season and reviewed conditions 
throughout the country in their re- 
lation to the shoe industry. Credit 
Manager Ernest L. Strout discussed 
credits and collections. Superin- 
tendent Malcolm P. Arnold explained 
in detail the production of the Ar- 
nold Glove Grip Shoes and the im- 
portance of cooperation between 
manufacturing and marketing. Na- 
tional advertising was discussed by 
W. A. Gilman, New England man- 
ager for N. W. Ayer & Son. Adver- 
tising Manager B. L. Wales, dis- 
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The Extra Volume 
That Spells Profit 






How much more business would it require 
to make your moderately successful store 
a conspicuously successful store? 








Not much, for you could no doubt do 





B1i927— Tan Calf four strap, 







heel standard Torepast, narrow $15,000 more yearly, or $50.00 more daily, 

heel measure. with your present sales force and in your 
In Stock 

Widths AAAA to EEE present quarters. And $15,000 more vol- 





Sizes 2¥, to 11 ume means $5,000 more profit. 
Price $5.00 







Are you wondering how and where to get 
that extra volume? 













Coon shoes will enable you to develop it, 


for through Coon shoes you acquire a repu- 
B1948—Black Glazed Kid three 













d button, cut out sandal, medium tation of selling the only shoes that offer 
poe lift, standard Sentahdh, eer- complete satisfaction to a large class of 
saeco ioe . women; women who buy “fit” instead of 

“ n toc “cc h 39 

Widths AAAA to EEE SnOes. 

Sizes 1 to 11 

Price $5.00 The possibilities in Coon shoes are un- 
erie eaman limited, for they are available in “outsizes” 
B1946—Black ory covered and various combinations and are stocked 
B1949—Patent Leather at $5.00 in the widest range of sizes and widths 





B1937—White Kid, covered heel, i 
75 known in the shoe world. 





at $5. 
B1941—Black Ooze, covered 
heel, at. $5.50 









Note: Sizes 8% and 9 are 35c. extra, 9% and 10 are 50c. extra, 10% and 11 are 75c. extra. 


There is a single pair packing charge of 25c. per pair on all orders of less than three pairs, not 
necessarily of one style. 









W. B. COON CO. 


165 N. Water St. Rochester, N. Y. 


Special Measurement Footwear 
Chicago Office, 189 W. Madison St. 
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W. W. Bowman 
Covers the South for Rice & 
Hutchins, Inc. 


cussed ‘dealers’ advertising. Ira S. 
Halteman, a merchant of Canton, 
Ohio, brought out the advantages of 
Glove Grip Shoes from the stand- 
point of retail merchandising. The 
new in-stock catalog mailed to mer- 
chants and the plans for sales pro- 
motion were outlined by Messrs. 
Wales and S. J. Andrews, the latter 
stock department manager. A. J. 
Sherman, in charge of production, 
explained the plans for deliveries. 


Directors lected 


A banquet was held Thursday eve- 
ning, Sept. 3, at Castle Inn, North 
Abington, where the winners of the 
various sales contests during the sea- 
son were named and prizes awarded. 
President Arnold announced that at 
a recent meeting of the board of 
directors Malcolm P. Arnold was 
elected vice-president and at a meet- 
ing of the stockholders Cecil B. An- 
nett and Burton L. Wales were 
added to the board of directors. 

Superintendent Arnold, the young- 
est factory superintendent in the 
South Shore district, through ex- 
perience, education and ability is 
thoroughly fitted for his position. 
He is a son of W. Percy Arnold and 
a grandson of Moses N. Arnold, 
founder of the company. 

Winners of the various sales con- 
tests during the season were an- 
nounced and prizes awarded as fol- 
lows: One hundred per cent in quota 
contest, W. L. Goodwillie, Pacific 
Coast representative; Wyatt M. 
Walker, Ohio; L. L. Fitch, Iowa, 
Nebraska and South Dakota, and B. 
L. Wales, large Eastern cities; 
largest total sales, Wyatt M. Walker; 
largest percentage sales on women’s 


BOOT 





William S. Profilet responded for 

the salesmen at the recent Edwin 

Clapp & Son, Inc., banquet of 
“Get-Together” week 


Glove Grip shoes, L. L. Fitch. In 
the contest on sale of calfskin shoes, 
first in men’s, W. J. Lovejoy,- Bos- 
ton; second in men’s W. H. Lilley, 
Jamesville, N. C.; first in women’s, 
E. S. Bearce, Whitman; second in 
women’s, B. L. Wales, Abington. 

Class “A” men—Wyatt M. Walker, 
Parkersburg, W. Va.; W. L. Good- 
willie, Los Angeles; C. N. Fitch, 
Kansas City, Mo.; W. J. Lovejoy, 
Boston, and the late E. J. Mattison 
of Frankfort, Ind. 

Those present at the banquet 
were: W. Percy Arnold, president 
and treasurer; Malcolm P. Arnold, 
vice-president and superintendent; 
B. L. Wales, director and sales man- 
ager; Wyatt M. Walker, Ohio; C. N. 
Fitch, Kansas, Missouri, Oklahoma; 
W. J. Lovejoy, New England; T. G. 
Fitch, Kansas and Missouri; A. V. 
Rooney, New York City; E. S. 
Bearce, New York and Pennsylvania; 
C. A. Gilday, Illinois, Wisconsin; W. 
H. Lilley, Virginia, North Carolina 
and South Carolina; F. G. Deitsch, 
West Virginia and Kentucky; D. L. 
Kendrick, Minnesota and North 
Dakota; L. L. Fitch, Iowa, South 
Dakota and Nebraska; Ira S. Halte- 
man, Canton, Ohio; W. A. Gilman 
and C. A. Hodgeson, Philadelphia; 
E. L. Strout, A. J. Sherman, S. J. 
Andrews, Dwight C. Arnold, W. 
Percy Arnold, Jr., Jack Walker, E. 
J. Crane, W. S. Lewis, Victor Roche- 
fort, Ernest Wineberg, A. L. Ever- 


son, J. Clements, J. O’Hayre, George’ 


Winslow, Leslie Clark, James Flan- 
nery, A. B. Dyer, R. C. Lewis, Ed- 
ward Turner, Everett Turner, Stan- 
ley Blanchard, Lewis Wheeler, Bur- 
ton Wheeler. 
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C. E. (“Mike”) Sawyer covers 
New England and New York 
State for Alden, Walker & Wilde, 


Ince. 


Sawyer with Alden, Walker 
& Wilde, Inc. 


C. E. (or “Mike”) Sawyer covers 
New England and New York State 
for Alden, Walker & Wilde, Inc. Mr. 
Sawyer’s home town is Wollaston, 
Mass., but he is an old Brockton boy. 
He is well posted on the men’s shoe 
business from an experience of 
twenty years covering the trade. He 
commenced his shoe career in the 
retail shoe business in Boston with 
Newman, the Shoeman. He worked 
as an inside shoe salesman for two 
years, fitting men’s shoes—for about 
two years. He then started his road 
career. He finds his store experi- 
ence very useful now in helping his 
customers with suggestions as to 
keeping their stocks in good condi- 
tion, and other merchandising aids. 

The name “Mike” he acquired way 
back in his Brockton high school 
days—his friends preferring that to 
the more dignified name of Carroll. 
“Mike” covers his territory in a 
Maxwell car. He is a good mixer and 
is a member of the Boston Shoe 
Travelers’ Association. He is also 
fond of golf. 

He is now in his territory and 
writes that today it is a “young 
man’s game,” with shoes to suit the 
“wide trousered” effect. He states 
that he sells easily 90 per cent of low 
shoes to 10 per cent or less of high 
shoes, and although blacks are com- 
ing into better favor, light tans are 
still the most popular numbers. 
“Mike” has represented Alden, 
Walker & Wilde, Inc., for the past 
five years. 
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Boypd & RICHARDSON of St. Louis 
Show how effectively the Vanity Fair 
FREE Window Cards may be used. 
Send today for your FREE display 
card, with either advertisement 
shown opposiie. 





The New Trend Toward FLAT Vzszb/e Eyelets 


GRecentiy there has been a marked trend 
toward the flat eyelet, set flush with the quar- 
ter. It is less conspicuous than the standard 
raised eyelet, and on smooth leathers presents 
a very attractive finish. 


These flat visible eyelets are being featured in 
current advertising in Vanity Fair and other 
class magazines, whose style influence is 
reflected in the demands not only of the 
men who form their circulation, but 


also of the multitude who pattern themselves 
after these leaders. 
Specify either “visible eyelets” or “ flat visible 
eyelets” whenever you order lace footwear. 
It costs no more, and it will earn for you the 
good will and custom of the many men who 
have learned from Vanity Fair that visible eye- 
lets are the correct thing. Always insist 
on Goodyear Welt shoes with Diamond 
Brand Visible Fast Color Eyelets. 


Look for the “Diamond <> Trade Mark 


UNITED FAST COLOR EYELET COMPANY, BOSTON 
Manufaturers of 


DIAMOND BRAND Visible FAST COLOR. EYELETS 


When writing to advertisers please mention Boor ann SHoe Recorper 
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This advertisement appears in Vogue 
in the issue of September 15. 





the advertisement as shown 
already mounted. 


Worth Thousands...Costs You Nothing 


Otihss this card in your window or counter 
display and cash in on the Visible Eyelet 
Advertising now running in these nation- 
ally recognized authoritative style maga- 
zines. 


Hundreds of the most influential men and 
women in your city—the style leaders— 
the most valuable customers you could 
have on your books, are regular subscribers 
to one or both of these magazines. The 
advertising pages are their buying guide. 
They spend thousands of dollars every 
















This counter card is printed in green 
(Vanity Fair) or blue (Vogue) black and 
gold combination, with white letters. It 
is heavy cardboard 15 7/16 x 10 11/16 
inches, with easel back. Delivered with 
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Signed__ 


Address _ 





Firm Name _ 


MR. L. D. FERNALD USE THIS COUPON 
Vanity Fatr-Vogue ’ 

19 West 44th St., New York City 

Gentlemen: Please send me without charge the Counter 
Card mounted with the United Fast Color Eyelet Com- 
pany advertisement appearing in Vogwe for September 15. 


Vanity Fair — September. 











month on merchandise shown in Vogue 
and Vanity Fair. 


Letthem know you carry shoes with match- 
ing visible eyelets, as featured in United Fast 
Color Eyelet advertising. 


The advertisements shown here will ap- 
pear in September 15 Vogue in full color, 
and in September and October Vanity Fair. 
Just fill.in the coupon at the top of the 
page, and Vogue or Vanity Fair will send 
you either advertisement mounted on one 
of these attractive cards, without charge. 


Manufatured by 





This advertisement appears in Vanity Fair 
in the issue of September, 1925. 





Look for the “Diamond 


- 
TRADE MARK 





Diamond Branv Visible 
Fast Cotor EvYE.ets pro- 
mote easy lacing and preserve 
the smooth style lines of 
the upper. They retain their 
original color and fini:h 
indefinitely and a@ually 
outwear the 


DIAMOND BRAND Visible FAST COLOR EYELETS 


UNITED FAST COLOR EYELET COMPANY, BosTON | 


When writing to advertisers please mention Boot AND SHoE RecorpER 
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M AKERS of the highest grade footwear 
for men report that the demand for light 








tan shades continues strong in orders received 





for fall and winter. 










This is plainly reflected in an undiminished 
call for our most popular light tan shades. 


TONY TONY 


Reg. U. S. Pat. Off. . U. S. Pat. Off. 
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CREESE & COOK COMPANY 














SALESROOMS TONY AUBURN TANNERIES 
95 SOUTH ST., BOSTON TONY GOLD DANVERSPORT, MASS. 














P. A. HENRY & CO. TONY TAN 
706 Broadway, Cincinnati, O. TONY BROWN 
62 Mason St., Milwaukee, Wis. SILVEY & CHRISTMAN 
fe Leather Trades Bldg., TONY RED 82 GOLD STREET 





St. Louis, Mo. TONY BLACK NEW YORK CITY 
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Retail Trade Holds Up Well 


Business Continues to Grow 
Better 


PHILADELPHIA.—Business in Phil- 
adelphia is running on a par with 
that of last year, with a shade of 
improvement noticeable in many 
trades and an encouraging outlook 
entertained regarding the demand 
for fall. With the opening of the city 
schools, the retail shops are featur- 
ing school shoes for boys and girls. 
One large shop downtown is offer- 
ing a dozen styles in boys’ school 
shoes, with five especially good ones 
at $4.50 and $5. They include tan 
calf oxfords with crépe rubber soles, 
rugged bluchers, smooth calfskins, 
Scotch grain calfskin and high and 
low shoes in a variety of styles in 
black and tan. For young girls this 
store is featuring school shoes in a 
variety of effects. Included in the 
lot are buckled strap pumps of 
grained tan calfskin with straight 
or wing tips, extension welted soles 
and military or broad flat heels, at 
$7.50, $9 and $10, and a lighter 
weight button-strap slipper of 
smooth russet calf with box heel and 
turned sole -at $10. 

William F. Schoell, secretary and 
treasurer of the Philadelphia Shoe 
Travelers’ Association, reports that 
dealers are getting in the stocks of 
early fall footwear which they 
bought, and until the coming of some 
cold weather, which will enable them 
to dispose of this merchandise, they 
will not be activo in the market to 
any considerable extent. Mr. Schoell 
states that everything is still very 
largely black, there being virtually 
no indications of any demand for 
colors in the present market. Vel- 
vets are selling very well at present, 
as are also patents and suédes. Strap 
effects and buckles are both active. 


St. Louis in Throes of 
Business Boom 


St. Louis.—Business in the retail 
shoe belt is best characterized as 
normal. Neither upswings nor de- 
clines were reported. The extreme 





hot wave which inundated the city 
for a few days was more responsible 
than any other element in checking 
the upward trend. Everyone is jubi- 
lant over the prosvects for fall busi- 
ness. St. Louis in particular is in 
the throes of a great business boom. 
Large expenditures in city improve- 
ments and a great building program 
are responsible. 

This should keep the retail shoe 
business at peak for some months to 
come. Already the effects of the 
large expenditures above mentioned 
are starting to be reflected in the 
stores. 

Patent leather still is a runaway 
in the best bet field. There seems to 
be a mob demand for this shiny ma- 
terial, and not one store reports any 
let-up in the call. Satin is selling 
next, but is so far outdistanced by 
patent leather that its volume is 
small compared with the style leader. 

Many are wondering what is to 
happen to brown and bronze kid. A 
few stores displaying these materials 
report a slight call, but it is scarcely 
audible. Some believe that later sell- 
ing will answer this question. Others 
are giving the matter serious atten- 
tion with a view to stimulating their 
sales. 





AN ADVERTISING 
CORRECTION 





Due to an error in Powell & 
Campbell’s “ad” of September 12, 
their shoe No. 805 was shown 
with the wrong buckle. The 
above illustration shows the 
genuine Marine Pearl buckle 
which this shoe carries 











in Big Centers 
Fall Styles Meet Approval 





Almost Any Good Style 
Sells in Detroit 


DETROIT.—Activity in shoe selling 
is reported from many quarters. 
Getting a line on what is selling 
best is a different thing, because 
from reports everything is selling, 
and that is probably true of all late 
styles. At Fyfe’s it appears that 
patents and satins are strongest, and 
these appear to be the general fa- 
vorites in other stores. Tans con- 
tinue to sell in fair numbers. Col- 
ored satins are also moving. Velvets 
are strong in some stores, while in 
others there are no stocks at all. 
Gray has appeared in a satin in one 
of the downtown store displays, but 
this is generally thought to be of 
little consequence in the fall line, 
many declaring they are ordering a 
few just to protect themselves. 

The black velvet pump has attained 
popularity in the medium-grade 
lines, and large sales are reported 
from some stores, while in many of 
the high-grade stores it is often re- 
ported that they will not be stocked 
for that reason. Here again it was 
found that a few of these stores had 
a line or two merely to have them in 
stock when called for. 

Black satins are stronger for eve- 
ning wear, and some of the lighter 
shades are selling well. Gold bro- 
caded slippers are not nearly as good 
a seller as silver. Tinting of silver 
brocades fills the needs for colors to 
match gowns, the silver threads re- 
maining silver in the process, while 
the silk threads assume the color de- 
sired. Buckles are being pushed 
with success in many stores. Popu- 
lar sellers are around ten or fifteen 
dollars. 

Pump types are taking the lead in 
some stores, while in others they 
run to about half the sales, straps 
being favored by some buyers be- 
cause of the extra hold they have on 
the foot. The pumps shown vary 
from the small tongue colonial to the 
plain opera, with step-in d’Orsay 
types being prominent. 
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ASK THESE RETAIL MERCHANTS FOR THEIR OPINIONS 












—>ASK PAYNE SHOE CO. 


“The Recorder is just a printed confidential 
heart to heart talk to merchants, conveying new 
money-making ideas and suggestions, diagnosing 
conditions, forecasting, marking the ‘detours’ on 
the business highway of getting more shoes sold 
right. It’s worth its weight in gold for gold 
seekers.”—-W. E. BRELSFORD, Payne Shoe Com- 
pany, Topeka, Kans. 


—>ASK MAROTT SHOE SHOP 


“Having been a subscriber to the Recorder for 
twenty-five years, we can truthfully say that it 
is to the best advantage of every shoe merchant 
to have this wonderful trade journal delivered to 
him fifty-two weeks a year. e look forward to 
the delivery of this paper each week with much 
interest, knowing that the information given on 
vital points to the dealer will be 100 per cent 
efficient.”—ARTHUR G. BROWN, Marott Shoe 
Shop, Indianapolis, Ind. 


—» ASK THOMAS S. CHILDS 


“Whatever success I have attained in the retail 
shoe business has been largely due to the informa- 
tion and inspiration I have received from the 
Recorder.—THoMAs S. CuHILps, Holyoke, Mass. 


—~>ASK LYONS SHOE STORE 


“Regarding the value of the Recorder to our 
business, I must say it is inestimable. We read it 
for the news of the shoemen over the country, 
what they are doing. What the manufacturer is 
doing. What the association is doing. What is 
style and what will be style. We learn what the 
other fellow has done to create business. A very 
valuable part of your magazine is given to the 
works and writings of men of experience in the 
shoe game. We do not see how any shoe store 
or shoe man who wants to succeed or improve his 
earnings can be without the Boot and Shoe Re- 
corder. We have taken it for years and would be 
lost without it.”—L. Lyons, Lyons Shoe Store, 
Tulsa, Okla. 


— >ASK THE FONTIUS SHOE 
CO.. 


“We have taken the Boot and Shoe Recorder for 
the last twenty-five years and would feel lost 
without it. The information and ideas given 
through the reading of this magazine has hel 
us materially, to say nothing of the service it has 
rendered from time to time through your adver- 
tising columns when we have been in great need 
of at once merchandise. We consider it a part 
of our business.”—THE FoNTIUS SHOE COMPANY, 
Denver, Colo. 





— > ASK KRUPP & TUFFLY 


“Permit me to say a good word for the work 
that you are carrying on through your most 
necessary journal, and for the valuable informa- 
tion that I receive each week from that source. 
Your journal is brought to me immediately upon 


its receipt in our store, and it occupies a place on - 


my desk, within reach, until the following week’s 
issue is brought in, and never a day goes by but 
that I have occasion to refer to it.”—L. F. TUFFLY, 
Krupp & Tuffly, Houston, Tex. 





—»> ASK HASSEL’S 


“The Boot and Shoe Recorder should be to the 
average shoe merchant what financial news is to 
the investors of today. There are possibly a 
great many of today’s dealers who never refer to 
their Trade Journal and are in no position to 
obtain the true trade conditions at first hand. If 
any of these same men are fortunate enough to 
be investors, they certainly refer to some financial 
news before they make any investment. The buy- 
ing of shoes will never be in a class with the 
buying of Government Bonds or their like. Closer 
application is necessary and the losses due to 
misjudgment are greater. To gain correct guid- 
ance from the Trade Journal on one season’s pur- 
chase will prove the trade paper the greatest 
possible investment for a shoe dealer to make.”— 
O. H. HASset, Hassel’s, Chicago, Iil. 


— > ASK GUDE’S, INC. 


“Personally, I read the Recorder religiously 
each and every week, and enjoy it. There is 
information in each and every issue of this pub- 
lication that is of value to somebody. We 
furthermore pass these along to all of our heads 
for their perusal. The broad line of topics that 
you discuss, and the style news that can be assim- 
ilated from its columns, are a material aid to any 
buyer.”—A. L. GupDE, Gude’s, Inc., Los Angeles, 
Calif. 


— >ASK P. B. APPELDOORN’S 
SONS CO. 


“No merchant today is too big not to read the 
Recorder regularly. A comprehensive account of 
what is going on can be had each week if one 
forms the habit of regularly reading the Recorder. 
Show me a successful shoe man and invariably 
you will find he is a regular reader of the 
Recorder. We have saved our store many dollars 
by reading market conditions, style changes and 
advertising in the Recorder systematically.”— 
Frep A. APPELDOORN, P. B. Appeldoorn’s Sons 
Company, Kalamazoo, Mich. 
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He Remodeled and Doubled 
His Business 


The new Quality Shoe Store re- 
cently opened at High Point, N.C. 
This store is owned and operated by 
J. L. Chernault, who some months 
ago decided to remodel the building 
on strictly modern plans. He has 
arranged a special section for his 
men’s shoes, another special section 
for his women’s shoes and still an- 
other for his children’s shoes. 
Special fixtures are used for effec- 
tive hosiery display. 

The Quality Shoe Store has a 
large trade from outside High 
Point. Mr. Chernault believes in 
newspaper advertising. He carries 
daily space in the High Point daily 
paper. He gives to the preparation 
of his advertising copy the same 
consideration which he devotes to 
buying shoes or arranging stocks 
and windows. He changes his adver- 
tising copy daily. 








Heavy weights are being asked 
for in men’s shoes by the more con- 
servative customers, balloon toes be- 
ing popular. Young men still ap- 
pear to favor the lighter weight shoe, 
probably because they are so useful 
for dancing. 


Business Volume Satisfac- 
tory in New York 


NEw York CitTy.—Nothing has 
devoloped to becloud the optimistic 
outlook for a good fall trade in the 
retail shoe business in New York. 
While there is nothing resembling a 
boom in consumer buying at present, 
the volume is satisfactory and steady 
and there are indications that it will 
continue this way for some time to 
come. The volume in -children’s 
shoes has naturally’ increased with 
the opening of the school season and 
children’s departments have been ac- 
tive for the last two or three weeks. 
In children’s shoes the big business 
has been in sturdy boots, mainly, 
for the children under six or seven 
years of age, with oxfords or pumps 
forming the majority of sales to 
children above these ages. Strapped 
models for growing girls are lead- 
ing, the children’s dealers report. 

In women’s footwear there is no 
distinguishing trends. Patent leath- 
er and black satin are still the lead- 
ing materials, with tan calf making 
rapid gains, particularly in young 
women’s shoes. In patterns opera 
pumps or regents are still first rate 








What Shall We Call Fat 
Ankle Shoes? 


“In the Boot AND SHOE RE- 
CORDER of Aug. 22 it was an- 
nounced that some Lynn man- 
ufacturers wanted a new name 
for fat-ankle shoes—some name 
that was attractive. From 
River Rouge, Mich., comes a 
suggestion as follows: 

“A fat ankle cannot be a 
‘Stylish Stout’ ankle, and ‘Styl- 
ish Stout’ ankle surely is not a 
fat ankle. Neither are any- 
where like a slim ankle. There- 
fore, I suggest that by split- 
ting the difference between a 
slim and a stout ankle we call 
the fat ankle shoes of Lynn 
‘Mid-Ankle,’ or ‘Trim Mid- 
Ankle’ shoes. 

“The customer, hearing of a 
‘mid-ankle shoe’ will surely 
think that her ankle is of me- 
dium or middle size. The 
words ‘Mid-Ankle’ or ‘Trim 
Mid-Ankle’ draw the mind 
away from the suggestion that 
the ankle to be fitted is stout, 
fat, plump or any other word 
suggesting large proportions.” 
—E. A. Neham. 

From Eugene, Ore., comes 
the suggestion of the name 
“Chummies” for fat ankle 
shoes, submitted by David M. 
Graham. 































ee 
= 7 4 ~ 





















sellers, the latest tendency being 
toward neat pipings in metal kid as 
quarter decorations on pumps. 
Strapped models, particularly those 
of the “martingale” order are mak- 
ing rapid progress and there is a 
good demand for criss-cross straps. 
Franklin Simon & Company is show- 
ing a new criss-cross pattern in 
which the two buttons fastening the 
straps are both on the same side. 


Good Fall Trade Expected 
in Cincinnati 


CINCINNATI.—Even though busi- 
ness for the past week has exceeded 
that done during the previous week, 
it is not what you would call “boom- 
ing.” Merchants are all featuring 
their new fall styles at present, and 
much interest is being manifested in 
these as they appear in the win- 
dows, but the weather does not in 
the least suggest to the public that 


. they ought to buy their fall shoes 


now. However, as soon as the weath- 
er changes, the public is expected to 
think seriously of their feet, and this 
will effect quite a boom in business. 
Patent leather is stili commanding 
most of the attention and black satin 
is getting the second highest call. 
Colored kid and suedes are getting a 
look-in, but do not consume a great 
deal of sales. Buckles are becoming 


more and more popular, and if the. 


buckle is not already on the shoe, as 
it is in many cases, it makes for an 
extra sale.~Patterns in general are 
very plain. 
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Select any of these 
NEW CASTLE BROW NS 


with confidence 


—Because they are 


NEW CASTLE 


color 3 ROYAL BROWN’ 
Color 31 AARVEST BROWN’ 
color 8INDIA TAN’ 


NEW CASTLE colors are deservedly regarded as 


authentic for two principal reasons: 


1 Because they are pro- 
duced by skilled men 
who have grown up in 
the NEW CASTLE way 
of doing things and 


know only that way. 


2 They are produced 
from the choicest raw 
stock that grows which 
provides a quality foun- 
dation which no less ex- 
pensive skins can equal. 


September 19, 1925 


*T hese colors correspond 
with those recommended 
for Fall by the Joint 
Styles Committee: 


Color 3 
ROYAL BROWN 
to 
RUGBY TAN 
Color 31 
HARVEST BROWN 
to 
WOODLAND 
BROWN 
‘Color 98 
INDIA TAN 
to 
INDIA TAN 


NEW CASTLE LEATHER COMPANY 


NEW YORK 
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New Styles Selling Despite 
Weather 


MILWAUKEE.—Demand for fall 
shoes has been affected to some ex- 
tent ‘by the unusually warm weather, 
but few merchants have any com- 
plaint to offer. A general feeling 
prevails that, since new styles have 
been moving very well so far, despite 
the weather, the remainder of the 
season will be very good. Patents 
continue in general popularity. At 
some stores, satins or dull leathers 
are a close second, but the majority 








Big Variety in Men’s 
Shoe Shapes 


Toes have a lot to do with 
the style in men’s shoes. The 
Adler stores, catering to men 
exclusively, have given so much 
attention to the toe shapes that 
they have brought out a win- 
dow paster showing five or six 
different shapes in toes, rang- 
ing from the custom to the 
broad brogue. 











of merchants state that patents are 
outstanding. The tendency is 
towards plainer types of shoes, par- 
ticularly pumps and buckle pat- 
ents. In many cases, pumps are 
sold with separate buckles but some 
very attractive buckle designs appear 
in styles that fit close around the in- 
step as well as d’Orsay and similar 
styles. One high grade store reports 
that Colonial effects continue in de- 
mand, and are moving in patent, 
kid and satin, about in the order 
mentioned. 

Men are also beginning to appre- 
ciate the fact that a new season is 
starting, as several stores report 
that their men’s trade has been pick- 
ing up. So far the demand remains 
about the same as to style and colors, 
the light tans being favored except 
by the more conservative trade which 
always runs to browns and blacks. 

No letup in the activity of hosiery 
has been noticed through the sum- 
mer months, and the demand is con- 
tinuing through September without 
change. The color demand is chang- 
ing gradually but no radical differ- 
ences have been reported so far. 
That there is a good demand for 
comfort shoes in the new patterns is 


evidenced by a special sale of Mar- 


tha Washington shoes held by Gim- 
bel Brothers shoe department. The 
response to the sale was very good. 
Demand centered around the new 
strap and cutout patterns as well as 





BOOT AND SHOE RECORDER 


a few oxfords in more practical 
types. The old styles in comfort 
shoes showed little activity in con- 
trast with the fancy patterns. Wom- 
en are still interested in comfort, but 
it must be comfort with style. 


Active Retail Demand in 
Chicago 

CHICAGO.—The continued summer 
weather isn’t particularly encourag- 
ing to the sale of fall footwear but 
it certainly has given the merchants 
a splendid opportunity to dispose of 
almost all their summer § stocks. 
Whatever may be the opinion re- 
garding tans, there still is an active 
demand for them and stocks are 
kept steadily moving. Blonde satins 
have taken something of a spurt 
and several stores found themselves 
short. The lighter shades of kid, in 
grey and blonde, are being well re- 
ceived and the cocoa brown shade 
will undoubtedly find many wearers 
within the next few weeks. 

Patents and satins still continue 
to carry the heaviest call in the 
stores, however and every indication 
is that they will lose none of their 
popularity in spite of fall fashions. 

The new models continue to ar- 
rive but offer little save difference 
in detail of pattern from shoes 
shown two or three months ago. 
There is a little more decided tend- 
ency toward the longer vamp effect, 
an impression given by the higher 
lift of the leather at the throat. A 
pretty model was seen in one of the 
State Street stores of blonde kid 
with cocoa brown trim with a chev- 
ron effect in the strap over the very 
lowest part of the instep not covered 
by the vamp. This pattern was also 
carried out in satin trimmed with 
black suede and: in patent with 
blonde kid trimming. Many oxfords 
for walking are seen in the pigoat 
and Scotch grain leather with the 
zebra storm welting. Some of these 
are in 8/8 heel effects with pump 
lines and square cut straps over the 
instep—some fastened with buckles 
and some with a strip of elastic 
sewed in the center of the strap and 
concealed with strips of leather. 

In the men’s trade the tans of 
darker shade—nearer the redwood 
shading—are the most popular. The 
season is not yet advanced enough 
to bring out the call for the grain 
leather footwear but merchants are 
well stocked with footwear of this 
type with storm weltings—parti- 
cularly the zebra welting that is 
counted on for considerable popu- 
larity. About half of the shoes sold 
to the young men trade are of the 
extreme wide toe type showing the 
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growth in popularity of this type 
of last. Black calf is steadily gain- 
ing favor—but little patent is being 
sold in the men’s lines. Trade has 
been a little more steady in the past 
few weeks and stocks generally are 
in a very satisfactory condition. 


Retail Business in Rochester 
Good 


ROCHESTER—The outlook for fall 
business is very encouraging in 
Rochester, and while there has been 
no marked increase in business 
during the first two weeks of the 
month, local merchants feel that 
this should be the best fall season 
that they have had since the boom 
days of the war. The Rochester 
Exposition and Horse Show which 
was held last week brought thou- 
sands of visitors to the city and 
served to stimulate the buying of 
new fall footwear, but the extremely 
warm weather during the latter 
part of the week held up the busi- 
ness somewhat. Patent leather, 
black satins and tan calf are the 
leading materials at present. Velvets 
are extremely popular in the cheaper 
shoe stores, but are regarded as “a 





Lots of Good Patterns, 
Says New Yorker 


“This is a season of indi- 
vidual patterns and materials,” 
says Harold Slater of Slater & 
Slater, New York Citu. “A 
wide number of things are sell- 
ing well. We are having an ex- 
tremely good run on pigoat, 
and have ordered this material 
more heavily than any other, 
but this does not hold true for 
shoe stores in general. In pat- 
terns, too, there is a rather 
wide variety, with the choice 
mainly up to the retailer him- 
self. We are working on a rad- 
ically new pattern which we 
expect to introduce in Decem- 
ber.” 














flash in the pan” by the exclusive 
shoe stores. Buckles are extremely 
popular just now and local merchants 
report an increasing demand for cut 
steel in plain and elaborate design. 
For afternoon wear novelty, painted, 
square or oval buckles of French 
bone are meeting with much favor. 
In hosiery the demand is still for 
light colored hosiery of cobweb 
sheerness. Three new shades in 
hosiery have been introduced—rose 
gray, mauve taupe and rosewood. 
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These Champions Demand Real Keds 


NDEPENDENT champions of Missouri—and 
they wear Keds! Here is another fast basket- 
ball team that is not content with any ordinary 
canvas rubber-soled shoes, but insists on gen- 
uine Keds. The Shine-Alls not only demand real 
Keds for themselves, but warmly recommend 
Kedsto otherbasketball players. They wear Keds 
because of their lasting strength, their easy 
comfort, and their clinging floor-grip. 


These new features make Keds even better 


United States Rubber Company 


REG. US. PAT. OFF. 


— 


this year—slim shank, strong instep stay, and 
inside cushion heel seat. Sell these improved 
Keds to players in your neighborhood. 


Here is a big source of profits for every Keds 
dealer. Thousands of college, high school. and 
independent teams will need new shoes before 
the season starts. Take advantage of your 
chance for winter profits in indoor sports. Sell 
the best athletic shoes— Keds. 
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Basketball Trims Increase Trade. 
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Show ’Em How to Win 


HE retail shoe merchant can 
sell more pairs of basketball 
shoes by “showing ’em!” And 
by not only showing the basketball 
shoes themselves, but by showing 
the folks in his town—the boys and 
girls in particular—that he is in 
touch with basketball authorities. 
Make it plain that you can give some 
good “tips” on how local teams may 
win. 

Diagrams of successful plays, pre- 
sented in store windows and also on 
a display table with several pairs of 
basketball shoes just inside the 
store’s doors, will be found to be 
sales promoters. Create in your 
store a genuine basketball atmos- 
phere. 

A merchant in a little Massachu- 
setts town uses diagrams of suc- 
cessful plays, prepared by none 
other than Dr. Forrest C. Allen, di- 
rector of athletics and basketball 
coach of the University of Kansas. 
Dr. Allen is the author of a book 
called “My Basketball Bible.”’ He 
has had a brilliant athletic career, 
both as a player and a coach, ever 
since 1904, when he was player-man- 
ager for the Kansas City A. C. He 
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A suggestion for successful bas- 
ketball play... Hook pass illus- 
trated 


played on the University of Kansas 
championship basketball teams in 
1905 and 1906, and captained the 
latter. He has held positions as 
coach at Baker University and Has- 
kell. While at Warrensburg his 
teams did not lose a_ basketball 
championship, and since September, 
1919, his splendid work has resulted 
in Kansas University holding the un- 
disputed claim to the Missouri Val- 
ley championship. Since the 1920 
season Kansas has won 49 out of 
her 51 conference contests. 

The Massachusetts merchant 
passes on to his customers the. above 
information on Dr. Allen so that the 
“Play” charts and detailed - descrip- 
tions of these plays, prepared by Dr. 
Allen, will be held in higher esteem. 


HESE charts and chats about 

basketball coaches and successful 
“plays” create for the store an added 
interest to the boys and girls, who 
soon learn to regard that store as 
headquarters for basketball foot- 
wear. 

We are presenting herewith two 
of these Dr. Allen diagrams, which 
can be enlarged very easily by any 
merchant desiring so to do. They 
will help the basketball players of 
your town to visualize the plays as 
they were executed on the floor. 
Place diagrams flat in your window, 
with the following descriptions un- 
derneath, as written by Dr. Forrest 
C. Allen: 


N Play No. 1 Kansas center gener- 

ally controlled the tip-off. Captain 
Black, Kansas left guard, smashed 
wide with feint to receive. The Mis- 
souri guards, after seeing tip-off 
apparently going in another direc- 
tion, temporarily took their eyes off 
the Kansas guard. The left guard 
continued on his way, swinging 
around and behind the Missouri de- 
fense. Ackerman, Kansas left for- 
ward, smashed over on a cross play 
to receive ball to right, wide of cen- 
ter. As he caught the ball, Acker- 
man hook-passed over the heads of 
the Missouri guards to Black, who 
had arrived under the basket exactly 
at the right time. It was an easy 
basket, scored in the first five sec- 
onds of play. This strategy appar- 


ently upset the Missouri defense, as 
the Kansas machine had no trouble 
driving to an easy victory. 

Play No. 2 was taken from a 
scrimmage in the Oklahoma-Kdasas 
game at Lawrence, Kan., Jan. 15, 
1924, 


ACING the short end of a thir- 
teen-to-eight,- first-half contest, in 
the Oklahoma struggle, the Kansas 
five were compelled to change from a 
short shot, short pass game to a 
long pass, long shot game. The 
short shot, short pass game is a low- 
bending, close-passing compact 
game. The long pass, long shot 
game is an up-standing, hook-pass- 
ing contest. The hook-passer al- 
ways steps away from his opponent, 
using the “off” hand to hook over 
his opposite shoulder. This pulls 
the defensive player out of his po- 
sition. The offensive teammate al- 
ways drives forward to meet the 
ball. The receiver must know well 
how to catch the ball high in the air, 
alight, pivot, pass, or backstep and 
shoot off rear foot while retreating. 
This determines the versatile, open- 
field player. 
[CONTINUED ON PAGE 104] 
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A suggestion for successful bas- 
ketball play. Ziz-zag pass illus- 
trated 
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HERE is nothing beautiful 

; about a solid wall of shoe car- 

tons, so “Jack” Lubin decided 
to keep them out of sight in con- 
ceiving his new shoe store in De- 
troit’s exclusive shop district, Wash- 
ington Boulevard. The photographs 
do scant justice to the beauty and 
luxuriance of the appointments and 
decoration of this smart new shop, 
where the women of Detroit may 
shop at their leisure in an atmos- 
phere of enchanting loveliness. 

The ceiling and part of the upper 
walls are finished in antique poly- 
chrome, while the lower walls are 
paneled in harmoni- 
ous contrast with the 


upper parts. The 
panels are finished in 
eggshell ivory  bor- 


dered with poly- 
chrome inlay. Twin- 
candle lighting fix- 
tures are set in alter- 
nate panels, the 
others having an or- 
namental floral bas- 
ket design in relief 
as the decoration. 
Full length mirrors 
on the wide columns 
projecting from the 
walls, framed to 
match the panels, add 
to the beauty of the 
room. The floor is 
covered with a heavy 
pile carpet in blue, 
the furniture being 
carelessly but studi- 
ously placed at the 
sides, leaving an 
open space in the 
center which adds to 
the appearance of ex- 
tensiveness that per- 





floral baskets. 
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vades the customers’ room. 

The hosiery department is located 
at the-right as one enters. The stock 
is housed in built-in wall cases, 
while a modern floor case finished to 
match the rest of the appointments 
affords a means of displaying the 
stock. A stairway in the rear leads 
to the “lounge” and offices on the 
baleony. At each side of the stair- 
way are built-in display cases whose 
glass fronts and sides project into 
the room several inches. 

The lounge is an inviting nook 
where, customers may rest and visit 
in comfort in the wicker chairs pro- 





The interior of Lubin’s new store in Detroit looks more like 
a parlor with its heavy pile, blue carpet; the chairs carelessly, 
but studiously placed; the wood work in egg shell ivory finish; 
the walls and ceiling in antique polychrome. The lighting fix- 
tures are in glass pendants and the side lights and ornamental 
It is a customer’s room, with every comfort 
features. At the same time the salesmen can get to the stock 
and show it in the best possible manner. 
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Now Comes the Jewel 
Box Front for the 
Shoe Store 


And Not a Shoe to Be Seen 
Inside Before F iiting 


vided for them by Mr. Lubin. Here 
the shoe-shine stands are also to be 
found. At the rear are the offices. 


ENEATH this balcony and in a 

spacious basement are carried 
the stock of footwear. Mr. Lubinisa 
successful designer of many of his 
models and his success in business 
speaks well for his ability to select 
styles that please the modern 
woman. He has specialized in novel- 
ties in short vamp footwear, but also 
succeeds in satisfying the demands 
of the more conservative of his cus- 
tomers. 

The exterior of the 
store is finished in 
antique bronze and 
green marble. A half- 
dome over the door- 
way finished in the 
prevalent antique 
style that character- 
izes the entire dec- 
orative scheme forms 
the setting for-a soft 
glowing lamp of an- 
cient design. 

The window back- 
grounds are finished 
in the same motif as 
the interior walls, 
and a leaded glass 
window let into the 
panels of each adds 
much to the decora- 
tive effect and charm 
of the window dis- 
play. In one of the 
windows in the pho- 
tograph may be seen 
an ancient incense 
burner in a beautiful 
dragon design of 
Chinese origin. 
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HE J. E. Bufkin Shoe Store, 

in Gulfport, Miss., all dolled 

up for the tourist trade. Gulf- 

port is one of those few towns 

which is both a summer and 

winter resort and is enjoying a 
fine steady trade 
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Improvement Is Reported by 
Most Manufacturers 


Re-Orders Expected in 
Lynn Factories 


LYNN.—Production slowed up a 
bit last week. But reorders, after 
early fall openings, are coming. 
Present styles of Lynn shoes will 
sell during October and, probably, 
‘until the snow flies. Designers are 
working on new models for Novem- 
ber and later. Manufacturers are 
eager for fresh and accurate inter- 
pretations of style trends from mer- 
chants. It is noted that production 
of women’s shoes increased by 500,- 
000 pairs for July over June. Lynn 
manufacturers take this as a sign 
of a good volume of business for the 
Jast half of the year. 

A comment is heard that too many 
buyers are concentrating on too few 
styles, or grades, of shoes, with the 
consequence that fashions in foot- 
wear are robbed of that variety 
which is the spice of their life. Pres- 
ent styles, already in good sale, are 
black shoes of patent leather, still 
first and foremost; velvets, gaining 
much of late; and satins—always 
staple. These shoes are mostly of 
the pump styles, strap or strapless, 
or of the gore styles, with pretty 
ornaments. Step-ins are in high 
favor. Women like shoes which they 





can put on with fair ease. Oxford 
models, including ties, are in some- 
what larger demand. . Most are of 
Russia calf leather, and some have 
the stoutest soles that have been 
seen on women’s shoes, as made in 
Lynn, for many a day. This is par- 
ticularly true of the college models. 
Kid shoes, black, brown and a few 
other colors, are in good demand. 
Manufacturers are expecting an in- 
crease in sales of kid, as a conse- 
quence of the special display of kid 
shoes in New York. Black suede 
leather has been bought, in anticipa- 
tion of a larger demand for shoes 
of that stock, and there is a prospect 
for some shoes of brown suede. 


Cincinnati Factories Full Up 


CINCINNATI.—Shoe manufactur- 
ers report that business has been 
exceptionally good, and most of the 
factories are booked to capacity 
until Oct. 15. Most of the sales- 
men from the various factories are 
in their territories at the present 
time, although a few of the factories 
will not send out their men before 
the end of the month. Orders re- 
ceived so far show that patent 
leather continues to be the leading 
material, with black satin as second 


choice. Preference is being shown 
for black kid, and also colored kid, 
although there is very little demand 
for colored satins. Black velvets are 
showing some activity. The pat- 
terns are confined mainly to straps 
and step-in effects. The chief de- 
mand is for medium round toes, and 
shoes with 13 to 14/8 heels are hav- 
ing the big call. 


Good Prospects for 
Haverhill 


HAVERHILL.—Continuing the busy 
condition which has prevailed in 
Haverhill factories for the past few 
weeks, practically all plants in the 
city, large and small, are producing 
goods at a capacity rate. Not only 
is this true of the cheaper lines of 
McKay shoes, but the turn business 


also is showing a substantial in- 
crease. Women’s turn footwear, 
long an outstanding feature of 


Haverhill’s shoe production, is today 
being produced on a more extensive 
schedule and with greater care as 
regards style and workmanship than 
at any previous time. Haverhill 
manufacturers are _ appreciating 
more than ever the asset which they 
have in turn shoes, and are sparing 
no efforts to increase their sales 
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New Aniline Character 
Calf 


Because of the Excellence of its make-up 
BARLYNN is now. 


a nationally demanded 
Leather. 


Barnet | 
Lynn | 
| Leathers | 


Barlynn 1---a Rich Golden 
with no reddish cast 


Barlynn 5---a Deeper Tan 
Barlynn 9---an Ideal Brown 


J. S. BARNET & SONS, Inc. 
LYNN, MASS. 


When writing to advertisers please mention Boot anv SHos Recompzr 
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backed by unmistakable identifica- 
tion of the product. This latter is 
accomplished by affixing a stamp, 
“Genuine Hand Turned,” to the in- 
nersole of each shoe, thus enabling 
the merchant to guarantee to his 
customer the fact that the shoe is 
exactly what it purports to be. 

In men’s turn slippers there is a 
substantial business at this season. 
These goods are going forward to 
merchants with special reference to 
the fall and winter season, and in 
anticipation of the Christmas trade. 
‘New samples are being got out 
almost daily for the inspection of 
retail shoe merchants. 


Making Shoes for Imme- 
diate Wear 


PHILADELPHIA.—Factories con- 
tinue busy turning out footwear for 
immediate trade. Some of the plants 
are still being run to capacity, while 
others are operating between 75 per 
cent and 100 per cent of the pro- 
ductive capacity. Some of the plants 
making both welts and turns are 
more busy on the latter than the 
former, the typical production being 
about 90 per cent of capacity on 
turns and 75 per cent on welts. 
There is very little advance buying, 
most of the orders on the books of 
the factories being for immediate 
business. Some few factories, how- 
ever, are making up some staples for 
stock. This tendency is expected to 
become more pronounced as fac- 
tories complete their work on the 
orders they now have on hand. 

One firm which is devoting seme 
of its time to stocking up its lines 
is making some stock for its shelves 
in black satin, black velvet, patent 
leather, and black kid. While there 
is some demand for gores, the strap 
effects are more active, demand run- 
ning to the two and three-strap 
models. The demand for blond kid 
has died out and the call for tan 
calf. is not especially active. Pat- 
terns are plainer, a good bit of the 
stitching and cutouts which have 
been popular for some time having 
been eliminated. One popular num- 
ber being made by this factory is 
a black satin one-strap with black 
suede collar and two cutouts. Prices 
remain unchanged. 

A maker of young people’s foot- 
wear reports that oxfords are the 
feature of the present situation, 
though there is also some call for 
strap effects. Both black and tan 
are selling, though there is very 
little call for combinations. Another 
manufacturer likewise reports that 


through the merit of -the goods, 


there is very little call for combina- 
tions except in infants’ shoes. The 
bulk of the demand is for tan calf 
and patent leather. Oxfords and 
strap effects, rather than high 
shoes, have the call, patterns are 
plainer, and prices unchanged. 


Factories at Close to 
Capacity 

St.. Louis.—The Federal Reserve 
Bank trade report on general busi- 
ness for the month of July, just is- 
sued, shows a decline in the shoe 
industry for the month of July. The 
report follows in part: Bre 

“Sales for the eleven reporting in- 
terests during July were 15.6 per 
cent smaller than for the some month 
in 1924 and 34.9 per cent under the 
June total this year. The decline 
under a year ago was accounted for 
chiefly by Smaller future orders 
while the decrease shown in the 
month to month comparison was due 
to seasonal considerations.” 

Since Aug. 1, orders received 
from salesmen on the road have 


-been-in large volume, with two of 


the leading interests report ng the 


‘heaviest prompt shipment business 


booked at this time in more than 
three years. The demand extends 
well through the entire line, with 
men’s wear more active than sixty 
days ago. Factory operations were 
from 85 per cert to 100 per cent 
capacity. 

The Brown Shoe Co. has shown 
another large gain for the month of 
August over the same period of a 
year ago. A $505,257 increase was 
made during August of this vear. 


Chicago Wholesale Market 
Active 


CHIcAGO.—The wholesale market 
has been active, but not in large 
volume units, and there has not yet 
been any considerable futur2 order- 
ing done. Collections so far this 
month have been fair, but not quite 
as good as they were in August. 
Stocks are pretty well defined and 
are in very liquid shape among the 
jobbers, who anticipate a very active 
fall business. Archie Weissburg of 
the Novelty Shoe Co., one of Chi- 
cago’s leading jobbers of women’s 
novelties, expresses a very optimistic 
outlook for the fall season and has 
bought heavily in the novelty lines 
accordingly. His firm, which carries 
a large stock on the floor for imme- 
diate trade, is making plans for one 
of the most active and aggressive 
years in their business and have 
considerably enlarged their quarters 
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to take care of the additiona: busi- 
ness that they have handled and the 
increase that is expected this fall. 


Oxford the Prevailing 
Pattern in Welts 


BROCKTON.—The proportion of ox- 
ford patterns in men’s and women’s 
welts produced in most of the Brock- 
ton factories is so high as to make 
others negligible by comparison. 
One of Brockton’s leading shoe 
manufacturing concerns producing 
men’s and women’s welts to retail at 
medium prices makes this report: 
Out of 18,000 pairs of welts recently 
produced, all except 425 pairs were 
of the oxford pattern. 


Charting the Rural 
Business 


ROCHESTER, N. Y.—William Pidg- 
eon, Jr., has for a number of years 
been devoting a great deal of his 
energies to the development of his 
business in the rural communities 
and small towns near Rochester, and 
during the past two years has de- 
veloped a follow up system which 
has materially increased this busi- 
ness. 

Now when a customer enters the 
Pidgeon shoe store and purchases a 
pair of shoes, the clerk enters his or 
her name on a card with the size and 
width and price paid, and all infor- 
mation which would be valuable 
should the customer reorder again. 

Within a month after the sale, 
a letter is mailed to the customer 
asking if the shoes are satisfactory, 
and the customer is urged to call 
if they are not entirely satisfactory 
and Mr. Pidgeon stresses his desire 
to render service and insure that 
the shoes are entirely satisfactory 
and comfortable. 

At the beginning of the new sea- 
son a letter is mailed to all former 
customers telling them that the new 
shoes are in stock and that sizes are 
complete and that they can be sure 
of satisfaction if they make their 
purchases early. 

If this does not bring the cus- 
tomer back Mr. Pidgeon sends them 
a second letter asking why they have 
not purchased and through this 
follow up is able to keep practically 
90 per cent of his country trade as 
regular customers. 

This system has been in use in 
the Pidgeon store for about five 
years and that it has been success- 
ful is shown by the chart in the 
store which shows that Pidgeon’s 
shoes are now going regularly into 
two hundred and fifty towns. 
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BUSINESS CHANGES AND REVERSES 

















Business Changes 


McGehee, Ark.—Cook Bros., shoes, 
succeeded by Cook Bros. Dry Goods 
Co., Inc. 

Dinuba, Calif—A. B. Wasgatt, 
shoes, etc., reported sold out to Earl 
J. Johnson. 

Los Angeles, Calif.—Cinderella 
Boot Shop, Inc. (4230 Central Ave.), 
shoes, succeeded by B. H. Sellner. 

D. Cohen (1150 S. Central Ave.), 
shoes, succeeded by F. L. Brody. 

Lento Carmino (4408 S. Hoover 
St.), shoes, succeeded by Geo. Bar- 
berian. 

L. Miller Co., shoes, incorporated 
with authorized capital of $100,000. 

Tobias & Shyer, shoes, succeeded 
by Tobias & Leader. 

San Francisco, Calif. — Mesler 
Shoe Co., shoes, incorporated with 
authorized capital of $100,000. 

Bristol, Conn.—Burton Shoe Co., 
shoes, incorporated with authorized 
capital of $10,000. 

Norwalk, Conn.—Katherine Nolan 
(Mrs.) (Norwalk Boot Shop), shoes, 
succeeded by Packer Bros. of Yon- 
kers and White Plains, N. Y. 

Plantsville, Conn.—Benj. Sher- 
man, shoes, etc., sold out to Arthur 
M. Carle. 

Belvidere, Ill—Walter Schiltz 
shoes, succeeded by G. M. & W. 
Schiltz. 

Chicago, Ill._—Sam Toppel & Son 
(1800 W. Division Street), shoes, 
etc., reported selling or sold out. 

Feltman & Curme Shoe Stores 
Co., shoes, increased capital from 
$2,225,000 to $17,800,000. 

House of Bargains (3116 Mon- 
trose Ave.), shoes, reported sold out. 

Carthage, Ill. — Emrick-Owsley 
Clothing Co., shoes, etc., E. E. Em- 
rick retires. 

Britt, Iowa.—-Schroeder & Di- 
mond, shoes, etc., succeeded by Car- 
son & Dimond. 

Haverhill, Mass. — Bay State 
Leather Tanning Co., leather, narne 
changed to Bay State Leather & 
Tanning Co. 

Lynn, Mass.—Biltmore Shoe Co., 
shoe manufacturers, incorporated 
with authorized capital of $50,000. 

Lincoln-Blizzard Co., leather, sold 
out. 

K. & S. Shoé Co., shoe manufac- 
turers, incorporated with authorized 

capital of $50,000. 


Shoe 
Co., shoe manufacturers, incor- 
porated with authorized capital of 
$50,000. 

Peabody, Mass.—Goodhue Leather 
Co., leather, capital stock increased 
by $15,000. 

Boston.—Jacob Gutterman (207 
Essex Street), wholesale shoes, .re- 
cently commenced business. 

K. & G. Shoe Co., wholesale shoes, 
dissolved partnership. 

Quincy, Mass.— Coopers, Inc., 
shoes, etc., capital stock increased 
by $20,000. 

Brockton, Mass.—McGuire & Ber- 
man, cut soles, dissolved partner- 
ship. 

Turners Falls, Mass. — Joseph 
Marino, shoes, succeeded by James 
Morrison of Orange, Mass. 

Sault Ste. Marie, Mich.—Globe 
Clothing House (J. & B. J. Andary), 
shoes, etc., dissolved partnership— 
succeeded by B. J. Andary. 

Detroit, Mich.—Lubins 
(1410 Washington Blvd.), 
succeeded by Lubins, Inc. 

Polak & Lesyk (9029 Mt. Elliott 
Ave.), shoes, succeeded by Anthony 
Polak. 

Montclair, N. J.—Arthur Worth, 
shoes, reported sold out. 

New York.—Hauser & Reisfeld, 
leather and shoe findings, incor- 
porated with authorized capital of 
$5,000. 

Heidecorn & Mintz (175 Rivington 
Street), shoes, reported selling or 
sold out. 

Springfield, Ohio. — Rosenfield 
Bros. (22 S. Fountain Ave.), shoes, 
etc., incorporated with authorized 
capital of $50,000. 

Henryetta, Okla—W. K. Bell 
(Bell Clothing Co.), shoes, etc., sold 
out to H. E. Whipps. 

Snyder, Okla.—Stone & Wilson 
Co., shoes, etc., succeeded by Stone 
& Sterner Department Store. 

Wilkes Barre, Pa.—Merchana-Dye 
Corporation, shoes, etc., incorporated 
with authorized capital of $10,000. 

Bluefield, W. Va.—Bill’s Toggery 
(Princeton Ave.), shoes, etc., re- 
ported selling or sold out. 

Baraboo, Wis.—F. H. Marty, 
shoes, removed to Elkhorn, Wis. 

Marshfield, Wis.— Wein Bros., 
shoes, dissolved partnership—suc- 
ceeded by Theo Wein. 


Marblehead, Mass.—Clark 


Shoppe 
shoes, 





Business Reverses 


San Francisco, Calif.—Gensler- 
Smith Shoe Co., Inc., shoes, reported 
assigned. 

Bridgeport, Conn.—Isadore Jaffee, 
shoes, reported petitioned into bank- 
ruptcy—reported receiver appointed. 

West Point, Ga.—E. S. Jacob, 
shoes, etc., repdérted petitioned into 
bankruptcy. 

Atlanta, Ga.—Will Friedman 
(Walker Shoe Store), shoes, re- 
ported petitioned into bankruptcy. 

Cedartown, Ga.—Phillips Dry 
Goods Co., shoes, etc., reported 
petitioned into bankruptcy. 

Noblesville, Ind.—Thom’s Leather 
Shop (John M. Thom, Proprietor), 
leather, etc., reported petitioned into 
bankruptcy. 

Greenfield, Mass.—Guy O. Howe, 
(55 Federal Street), shoes, etc., re- 
ported petitioned into bankruptcy. 

Melrose, Mass.—Leon S. Cobb, 
(Messenger’s Shoe Store, 450 Main 
Street), shoes, reported petitioned 
into bankruptcy. 

Pepperell, Mass—Warren M. 
Tapley (formerly shoe manufac- 


turer), reported petitioned into 
bankruptcy. 
Woburn, Mass.—Mahoney Shoe 


Store (168 Main Street), shoes, re- 
ported extension granted. 

Port Huron, Mich.—C. G. Wilson 
(Wilson Shoe Co.), shoes, etc., re- 
ported petitioned into bankruptcy. 

Cass City, Mich.—McGregory- 
Townsend Co., shoes, etc., reported 
petitioned into bankruptcy. 

New York.—Max Landau (141 
Attorney Street), shoemaker, re- 
ported petitioned into bankruptcy. 


Newburgh, N. Y.—A. Cohen, 
shoes, etc., reported closed by 
sheriff, or execution. 

Middletown, Ohio.—Max Arno- 


vitz, shoes, etc., reported offering 
to compromise at 25 per cent. 

Dayton, Ohio.—Lloyd-Day Co. (34 
E. Third Street), shoes, reported 
petitioned into bankruptcy. Reported 
receiver appointed. 

Providence, R. I.—Elmer Gunther 
(15444 Charles Street), shoes, re- 
ported petitioned into bankruptcy. 

Cheriton, Va.—W. D. Steakley, 
shoes, etc., reported petitioned into 
bankruptcy. 











HERE is no more unnec- 
essary hardship in re- 
tailing than carrying surplus 
and out-of-style stock. 
@This merchandise can be 
sold; your stock cleaned and 
reduced—your business radi- 
cally improved. 


@On the next page we point 
the way. 
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CLEANER STOCKS 
BRING BETTER BUSINESS 


HEN Eisenhauer’s stepped out from under 
slow moving stock they stepped into better 
business. 


@So likewise—will @very shoe dealer-who throws 
off the handicap of surplus stock—who disposes of 
slow selling—-out of style merchandise. 


Q@AII shoe stores have their problem with this type 
of merchandise in these days of lightening --rapid 
style changes. Every now and then extra pressure 
must go into the selling to keep stocks abreast of 
the times. 


@Kelly Service furnishes a wonderfully clean cut, 
resultful means of putting on this needed selling 
pressure. 


@At Richmond, Virginia, the W. A. Sorg Shoe 
Company found Kelly methods ideal producers. 
They secured $10,500 in their Kelly drive. C. E. 
Smith shoe dealer of Petersborough, Ontario, is 
delighted with his Kelly drive which produced 
$6,900 in ten days. A record of $7,100 sold in ten 
days for The Booterie at St. Cloud, Minnesota, has 
earned another endorser from the shoe trade for 
Kelly Service. 


@Resuits such as these—the profitable sale of 35% 
to 50% of your stock—-are assured to you thru Kelly 
Service. And—now at the opening of the fall 
season is your great opportunity to get this volume 
at extra good profit. 

QThe coupon brings all details free. It will profit 
you to send it to us today. 





AELLY SERVICE 
SELLING 
$9,600 OF SHOES 


FOR 
A.d. EISENHAUER 
HUNTINGTON, IND. 
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‘She walks in beauty,” 


NO. 0054 


PRIMROSE 


ONE STEP 


ANOTHER EXCLUSIVE 
BRAUER CREATION 


THIS BEAUTY IS MADE IN BLACK SATIN 
WITH GOLD KID APPLIQUE—FIELD MOUSE 
GRAY KID LINED—ON OUR POPULAR 300 
a SPANISH WooD’ COVERED 


NOT CARRIED IN STOCK 
MADE ON ORDER ONLY 


THIS MODEL ALSO IN OTHER ATTRACTIVE 
COMBINATIONS OF LEATHER AND FABRIC 


BRAUER BROS. SHOE @. ‘4 4ou"s 


FASHIONERS OF WOMEN’S NOVELTY SHOES 
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IN STOCK 


READY NOW FOR THE 
RIDING SEASON 
IMPORTED ENGLISH 


RIDING BOOTS 
Men’s $ 1 6» Pair 
Women’s $ 1 450 Pair 


The distinguished style, 
high grade, pliable wil- 
low calf—the comfortable 
and snug fit—the skilled 
craftsmanship of those 
trained for years in boot 
making will satisfy your 
most critical customer that 

Colt Imported 

English  Rid- 

ing Boots are 


B2774 Best. 


Colt-Cromwell Co., Inc. 


Established 1899 


596 Broadway New York City 


Riders’ Accessories, Boot Jacks, Boot Hooks, Spurs, 
Chains and Straps 








Keeps Shoes Shapely 
Hides Large Joints 
Brings New Trade 


The Fischer Protector has been consistently ad- 
vertised for over fifteen years. Every month in 
the year this advertising is sending customers to 
Fischer dealers. 


Fischer Protector 


is not made of plaster or rubber but is a scientifi- 
cally constructed. device of the best flexible ma- 
terial. It is self adjusting and can be worn over 
or under the stocking. It fits readily in any low 
or high shoes and brings instant relief to women 
or men with bunions or large joints. 


Give your customers. a free trial with Fischer 
Protectors—no pay if no relief. We will stand 
back of you, write us for details of our free trial 
offer. 


FISCHER MANUFACTURING CO. 
425 East Water St. 
Milwaukee, Wis. 


When writing to advertisers please mention Boot Ant SuHoe Recorper 
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Did You Ever 
Think of This? 


You probably have 
used equipment, shop- 
worn equipment, out- 

_ of-date models or prod- 
ucts which you do not 
want but which some 
one else would be glad 
to get hold of at a price 
under the market. ° 


Classified Advertis- 
ing inthe BOOT AND 
SHOE RECORDER 
will move them quickly 
and economically. See 
Classified Section for 
Advertising rates. 
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Distinctive Boud 

You want the best in- boudoirs for the 

are the trade builders. Through ail 
the years I have been making boudoirs 
I have turned out a quality product. 
They are distinctive boudoirs in man 
ways, priced to sell in vol- 
ume with good profits to 
dealers. I can serve you 
from my factory stock, with 
black or colored boudoirs 










IN which arty leather in 

r heels. 
ST OCK in order. —— 
36 Pair Cases Deliveries at Once 


If your jobber cannot supply you, write me. _ 


12 D Street _ mnt M 
r uncan Street - - - aver . ass.gfco 
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RHINESTONE 
CLASPS 


Attached by simply press- 
ing the clasp. Assorted 
patterns. 


Per Doz. Pr., $7.20 


Also Plain Satin Bows, Beaded Bows, 
Leather Bows; Metal Buckles, Pump 


Straps, etc. 
Lincoln Store Supplies Company 
1508 Washington Ave. ST. LOUIS 


Novelty Shoe Findings 








GROPING IN THE DARK 


Time was when the purchase of advertising space was 
a “blind groping in the dark.” Advertisers had no 
means of checking a publisher’s statement of circulation 
and often these figures were unreliable. 

In six years the Audit Bureau of Circulation has 
solved this perplexing problem. By a systematic analysis 
of distribution and methods this organization is able to 
supply just the data an advertiser needs. The darkness 
is dispelled and the bright light of verified facts takes 
its place. Space buyers no longer find it necessary to 
grope in the dark. 

There are no dark spots in the Boot and Shoe Recorder 
circulation. Our records are audited by the Audit 
Bureau of Circulations. 











APPROVED BY 
MEDICAL MEN 


r support for the ankles of 
dren 


SHOE CO. 
1156 Ne. Main Street 
Brockton, Mass. 





When writing to advertisers please mention Boot ann SHoz Recorper 
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17,000 ads per month! 


















Checking newspapers in Advertising Department of The Scholl Mfg. Co. Two girls are required to handle this work. 


Scholl Advertising Completely © 
Blankets Entire United States | 


Seeing is believing. To see anything is much more impressive than hearing 
about it. The illustration above is the result of this form of reasoning. Bring- 
ing newspapers into the checking department by the truck load we thought 
was a very impressive sight. It gives one a better understanding of Dr. Scholl's 
all-embracing advertising activities than to mention names and figures. 


8,000 individual Scholl ads are run each demand for Dr. Scholl’s line has shown a marked 
month in 500 of the largest daily news- increase. Dealers who are pushing it report 


apse beri Spang d monthly in 4,500 greater sales and profits than ever before. 
’ ? 


good weekly newspapers. It pays any merchant to tie up with a nationally 
200 pieces of copy appear each month in advertised line—especially one so popular and so 
the Rotogravure section of all big Sunday thoroughly advertised as Dr. Scholl’s. 


newspapers carrying such a section. , 
75 magazines (and this includes the whole Thousands of dealers find Dr. Scholl’s Foot Com- 


list of worth-while magazines) carry Dr. fort Service a distinct asset to their business. Try 
Scholl’s foot comfort message each month. it and convince yourself that it is an asset to your 



















That’s doing the job one hundred per cent. The _ business, too. 
THE SCHOLL MFG. CO. é 

Largest Manufacturers of Foot Specialties in the World ; 

213 W. Schiller St. 62 West 14th Street 112 Adelaide St. E. Ae 
CHICAGO NEW YORK TORONTO ip 
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This Darbrook Shoe Sati: 
advertisement appears as 
full page in the September 
issues of Vogue and Harper's 
Bazar. 









The Darbrook registered trad. 

name, —a synonym for Char- 
aller and Quality—is being 
continuously advertised i:2 
sixteen important fashion 
magazines with a total ci:- 
culation of over nine millio1 
women readers. 










oe of 















Represented “By: 


W. A. GALLup, 
Cincinnati, Ohio 


T. F. Leary, 
Boston, Mass. 


i sOD.« J. Fin. 
H Philadelphia, Pa. 


i HeniteyY & McGacuey, 
i St. Louis, Mo. 


Desmonp & Horttincer, INc. 
New York, N. Y. 
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( reating Shoe Sales through 
Darbrook National Advertising 






























fg MEE Suok Satins AND Super Fasrics permit the smart woman 
to enjoy a choice of footwear as original in design and as authentically 
correct as it is dependable in Character and Quality. 


Laird Schober & Company demonstrate the charming effectiveness of 
these new materials in the smart models illustrated which were de- 
signed from the Darbrook fall collection of Shoe Satins and Slipper Fabrics. 


DARBR@K SHOE SATINS 
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SatinS 


From top to bottom 


slippers are as follows 


(Starburst) 

A novel Darbrook slip- 
ver satin, flecked with 
silver, shown here in 
PANOLA model, with 
silver and patent leath- 
er trimming. (Also 
shown in gold-flecked 
design.) 


(Darbrook Black Satin) 
Darbrook Black Satin 
of finest quality, the 
smart and durable fab- 
vic for all occasion 
wear. Shown in 
JACOBIN model. 


(Black Directoire) 
Interwowen threads of 
black satin and gold 
fashion the vamp of 
this GOUNOD model 
with Darbrook Black 
Satin quarter. 


(Black Satin) 
The SATURN model 
designed in Darbrook 
Black Satin smartly re- 
liewed with narrow 
band of silver hid. 


(Bronze Directoire) 
The RINTIN model 
designed in Darbrook 
Bronze Directoire 
(bronze satin inter- 
woven with gold 
threads) with outline 
trimming in gold kid. 


Shee and Slipper Models illustrated 
are from Laird Schober G Company 


Slippers Ulustrated 


The Henry H. Turtle Company 
Boston 


Chas. A. Stevens & Bros. 
Chic 


ago 
Hurzler Bros. Co, 
Baltimore 
The H. & S. Pogue Co. 
Cincinnats 


R.H. & Co. 
Deb 


The Best & Department Stores 
232e 

Turrell Shoe Co. 
Seattle 

“The Crescent” 
Spokane 

Meier & Frank Co, 

Portland, Oregon 


Darbraok 
Shoe > 























SCHW ARZENBACH, HUBER & COMPANY 


478 FOURTH AVENUE ar 32np STREET 
NEW YORK CITY 
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NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 
Syracuse, N.Y., U.S.A. 
MEN’S FINE SHOES EXCLUSIVELY 






































BROCKTON, MASS. 
‘Address all communications tothe factory! 




















“HIGHEST GRADE ON 
EAST WEYMOUTH, MASS. U.S.A. 
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Basketball Teams 


Increase Trade 
[CONTINUED FROM PAGE 91] 


Oklahoma was using a set five- 
man defense. It was necessary for 
Kansas to pass with long and hur- 
ried shots before the defense could 
drop back to form their nearly im- 
pregnable defense. Long, high, 
arching shots by Captain Black and 
Captain-elect Ackerman put the 
game in the “win” column for Kan- 
sas by the close score of 21 to 19. 
The passes were all made from the 
zigzag or cross-court method of 
passing, with an arch shot for a 
goal over the heads of the first de- 
fensive Oklahoma wall. 

Ask your local high school basket- 
ball coach what he thinks of the two 
charts submitted. If he approves, 
his picture will give added attention 
to your basketball shoe window; the 
pictures of the local basketball teams 
will also help. Do not forget the 
added realistic touches of basket- 
ball nets and the pyramid of three 
balls in the center. 

If you have a basketball window 
that has proved, send it to us for 
publication on these pages, so that 
“the other fellow” may see how you 
did it. 


How a Boston Man Sells 
Two Pairs 


BosTton—P. F. Girard, manager of 
J. L. Esart Co., sells two pairs of 
men’s shoes when asked for one. 
This is the way he does it. The 
story is taken from a recently ob- 
served transaction. A young man 
entered the store and said: 

“IT want a pair of black oxfords”. 
Mr. Girard smilingly said—‘“Be 
seated,” and soon returned with 
several pairs of tans in the new fall 
models, and one pair of black shoes. 

He put them all on the seat beside 
the young man and saicl—‘“Some of 
our new fall models in tan—You are 
wearing young men’s clothes—why 
not wear a pair of tan shoes? All 
the young men whom I sell like tar 
shoes with their light clothes—and 
with dark clothes, too, to ‘snap’ ’em 
up a bit.” These black shoes will be 
excellent when you go out in the 
evening.” 

“Can I wear the black ones to 
dance in?” asked the young man. 
“Well,” replied Mr. Girard, “they 
could be worn to dance in very nicely 
—and you will want them for general 
evening wear. Two pairs of shoes— 
a tan and a black, are absolutely 
necessary now—the tan for business 
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STOCK DEPT.5 


SNAPPY SNAPPY 
ACTION! STYLES! 


4e 
THE STETSON SHOE CO., Inc. oe 
Seuth Weymouth, Mass. 











SNAPPY SHOES 
FOR YOUNG MEN 


Up to the minute Styles. Selling 
values unsurpassed. Priced to 
please. Investigate. 

CRAIG-REED & EMERSON, Inc. 

Brockton, Mass. 
Boston Office, 10 High St., Room 304 











BRIDGEWATER 
WORKERS’ 
CO-OPERATIVE 
ASSOCIATION 


Factory, Bridgewater, Mass. 
Boston Office, 183 Essex Stceet 
Reom 307 






































HENRY LILLY Co. 
88-90 Reade St. New York 


AUCTION TRADE SALES 


of 
SHOES and RUBBERS 


Every Wednesday and Friday 



















= 
\, PULLMAN TRAVELING SLI 
\} _better*than ever in Quality and fit 
Originator.owner, of 7iaade Mork Pullman’ 
MADE ONLY IN GENUINE 
a = 9 ; 
Brown—8i-60 ‘per pair 
full sizes 3 toll in Stock 


M. GUSTIN CO. 
wisest New York 


i —.. 
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The Quality 
Pullman Slipper 
RED BLACK TAN 


Swan Shoe Co., Baltimore, Md. 











MFG. CO., INC. 
“se Maine, fat: BW 
HIGH GRADE MULES and D’ORSAYS 


Made of Satin, Ouilted Satin, Embossed 
Leather. Tinsel and 


‘ Brocade 
Prizes from $23.00 per daz. up f 
Special in Medium and? /f 
IGH GRADE 
OR SLIPPERS vA 


ali styles made 3. Dometic and 
Imported Satin. Brocadesand Metal Cloth. 












$299 per pairandup 


b) sowrest M GUSTIN © 








NEW YORK 








Of the IDES Ui For the 

Better > Better 

Grade ‘eee “) Trade 
BEST-EVER 


Seft-Sole Leather 
Beudoirs and Novelty 
Kimono Sandals 
Write for Prices 
BEST-EVER SLIPPER CO., inc.. BROOKLYN, N. Y. 

















y dependable and 
profitable styles con- 
stantly in Stock. Send for latest price list. 
H. K. GARDINER CO., PITTSFIELD, N. H. 


















DR. CAMPBELL’S 
HEALTH SHOE 

Ask for New 
Catalogue 


Powell & Campbell 
122-124 Duane St., 
New York City 








—the black ones for dress-up, after 
six o’clock, with your better suit.” 


two pairs. 
one of many similar,” 
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Result—the young man bought 
“This instance is but 
said Mr. 
Girard. 


Derry Shoe Co. Formed 


Derry, N. H.—-The Derry Shoe 
Co., was incorporated under the laws 
of Massachusetts last week. Capital 
is $500,000. Incorporators were 
Arthur G. Walton, Harry W. Tile- 
ston and Harry M. Wheeler, all of 
A. G. Walton & Co., Chelsea, Mass., 
makers of shoes for boys and girls. 


Wolfboro Co. Enlarging 
Factory 


Wo.Lrsoro, N. H.—The Wolfboro 
Shoe Co. is enlarging its factory 
and is putting in ,additional ma- 
chinery for the making of novelty 
McKays, with wood heels. This 
factory, by the way, is beside the 
town. electric power plant, from 
which it gets both electricity for 
light and power, and steam for heat. 
It is operated by Bell Bros. Shoe 
Co. of Boston. 


Origin of Gores in Lynn 

Gore styles, now so popular, are 
old in Lynn. Johnson says in his 
“Sketches of Lynn’: 

“The making of Congress boots 
began in Lynn in 1848. Charles 
Winslow leaves a patent on Congress 
boots. This patent provided for the 
insertion of a rubber gore on either 
side of the top of the boot. Its 
elasticity obviated the necessity of 
the lace, which was indispensable 
when non-elastic material was used. 
The style became popular on account 
of its convenience. 


New Firm in Lynn 

Announcement is made of the es- 
tablishment of Cotter, Goodrich & 
Sarra as successors to the Cotter 
Shoe Company, well-known Lynn 
shoe manufacturers for the past 
twenty-one years. The reorganized 
concern will manufacture women’s 
modish, wood heel, medium grade 
footwear by the McKay process, for 
the retail trade. The capital is $75,- 
000, fully paid in. Charles E. Good- 
rich is president of the new corpora- 
tion, Frank Sarra, vice-president; 
Charles F. Cotter, treasurer; John 
Cotter, assistant treasurer and 


_ Clerk; Matthew M. Cotter, director. 


Mr. Goodrich has for over twenty 
years been associated with the 





MANHATTAN FINDING CO. 


Wholesale Shoe Store Supplies 


145 WEST BROADWAY, N. Y. 
Bench Made Ballet Slippers 


B OD Bes coccccsccccnepsnevcvcccsced $1.15 
BETS OD. Bo cc ccdvccwetecsvsccesccces 1.20 
Pe. Wl Es 000s chneesacenseoechnsanne 1.25 


Also a Full Line of Arches from $8.50 to $30.00 
® Dozen in Stock 








BALLETS and BOUDOIRS 


Made on 


RIGHT and LEFT LASTS 
IN LEATHERS AND SATINS 
HARD TOE BALZETS 
with Solid Leather Boxes 
John E. McNamara - . Haverhill, Mass. 








BALLET SLIPPERS—IN STOCK 
of the unusual kind 
" Style B102 Blk. Glazed 


Kid, Soft Toe 


6-11 11%-2 2%-8 
$1.30 $1.35 $1.45 
SUCARTEOHEEE 


Specialists in Ballet Depninstiien 
241 No. 11th Street - Philadelphia, Pa. 















IN STOCK 

BLACK BALLET SLIPPERS 
Ladies’ 
$1.25 pr. 

es’ 
$1.20 pr. 
Childs’ 
> 4 pr. 


New You NY. 





SHOE renee co 


BLOG 
147 Duane St., 








BALLET AND GYM SHOES 
BLACK VICI KID—IN STOCK 


Ballets No. 700 





Men’s Leather House 
Slippers in Stock 
Athletic Shee Mig. Co., 124 N. Third St, Philadelphia 


~ 











QUALITY BALLETS— _—s_ s1ix 






Soft Toe Toe 
6/11 $1.15 8/1l $225 
11%/2 1.20 ’ 11%/2 2.30 
21% 1.25 2%/7 2.86 

White Samples on 


15¢ Extra 

Also Men’s and Wemen’s Slippers of every description. 
METROPOLITAN SLIPPER CO. 

134 W. B’way, near Duane St. New York 





ado AND 
ens TOES 


stock 


Send for 
Price List 
325 W. Monroe St., eine 


Do You Know? 


That you can buy or sell it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needs. 

























































ancients. 
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J. R. BEATON CO., Inc. 


331 FOURTH AVE., NEW YORK 


CHICAGO 
BOSTON 



























America's Favorite 


NU-SHINE 


Restores Color 
Preserves Leather 
Beautifies Footwear 
Makes Oli Shoes Look New 
THE NU-SHINE Co. 
Mkt. St. Reidsville, N. C. 















ALTERSON « 


54 W 215t St NGw Xe 











‘}| ATLANTIC PRINTING CO. 
Producers of Distinctive 
Shoe Catalogues and 
Shoe Booklets 


201 South Street Boston, Mass. 
Telephone, LiBerty 8673 











MULTIGRAPH PLATES 


COMPLETE SERVICE 


oe es ee 
and Copper Face Electres 


ers © Wlglllinietese 
UNIVERSITY ELECTROTYPE FOUNDRY 
CAMBRIDGE, MASS. 

















No matter what policy you may 
pursue in selling to the shoe trade, 
nevertheless, you need the 
Boot and Shoe Recorder 

All the Time 
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Thomas G. Plant Company; for sev- 

eral years in the factory, then on the 
road; more recently he has been the 
mid-western representative with 
headquarters in Chicago. Mr. Sarra 
is the shoe-maker of the new organi- 
zation. For many years he has been 
with J. J. Grover’s Sons Company in 
executive capacity on the _ shoe- 
making end. Charles F. Cotter, the 
treasurer, is one of the best known 
shoe manufacturers in Lynn. He 
established the Cotter Shoe Company 
in 1904; this has always been one of 
the successful Lynn concerns. John 
Cotter, his eldest son, the assistant 
treasurer, was graduated from 
Yale in June, 1924 and has been as- 
sociated with his father ever since. 
Matthew M. Cotter, director, a 
brother of Charles F. Cotter, has 
been with the Cotter Shoe Company 
in the factory end for many years 
and will so continue. 

Cotter, Goodrich & Sarra will 
occupy the plant of the Cotter Shoe 
Company. A Chicago office and 
salesroom has been established in 
Room 1720 at 209 South State 
Street. 


New Concern Locates in 
Middleboro 


MIDDLEBORO, Mass. — Field Bros. 
& Co., Inc., a recently formed shoe 
manufacturing concern, with Brock- 
ton men and Brockton capital, has 
purchased the Keith & Pratt factory 
in Middleboro and will begin manu- 
facturing during the present month. 
Walter P. Field is president and 
treasurer; Ernest Field, vice-presi- 
dent; Horace C. Mitchell, superin- 
tendent; W. J. Callahan, secretary. 
New samples are now being pre- 
pared for salesmen. The Keith & 
Pratt factory, land, and other build- 
ings have been purehased from the 
Messrs. Pratt of that concern, who 
are to retire from active business. 
Field Bros. & Co. plan to renovate the 
plant and to produce about 100 doz- 
en pairs daily of men’s medium 
grade welts. 


Mrs. L. W. Stockbridge 
Dies 

HAVERHILL, MAss. — Friends of 
Lyman W. Stockbridge, for many 
years associated with the Haverhill 
trade, and now active in the affairs 
of the Harding Shoe Co., will learn 
with regret of the death of Mrs. 
Stockbridge, who passed away re- 
cently at her home in Haverhill. 
She had been ill for several months, 


and an operation proved unsuccess- 
ful. 
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The One 
W ater proof 
Leather That 
Takes and Re- 
tains a Polish. 


CREESE & COOK CO. 
Tanneries at Danversport 95 South St., Boston, Mass. 
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Colored 
Chrome 
Sides 


Beggs & Cobb, Inc., Boston, Mass. 


















est Virginia 


Used for many years by some of 
the largest shoe manufacturers. 
Pulp Product Department 
West Virginia Pulp & Paper Company 
Detroit New York Chicago 





























T. W. Godsce, Pres. F. E. Jones, Treas. 
W. G. Donald, Vice-Pres. 


F. E. JONES CO. 


FANCY COLORS 


MAT KID 


95 SOUTH STREET BOSTON, MASS. 


































ARLE 


shoe patterns 
FOR MEN’S FINE SHOES 
ARLE SHOE PATTERN CO. 


50 MAIN ST., BROCKTON, MASS. 
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he ELAM 393 
FlexibleTurn Shoes 


For the Jobbing Trade Exclusively 
F. S. ELAM SHOE Co. 
ROCHESTER, N. Y. 


Boston Office, 183 Essex Street 














SaOeT ECE 
FOR INFANTS .CHILDREN 
AND YOUNG LADIES 
DR.A POSNER SHOES. INC 








EMIL RUBLACK 


Maker of Artistic 
Price and Sale Tickets 
Samples Mailed Free on 
Request 
140-142 WEST BROADWAY 
NEW YORK 





No. 250. $2.50 per 100 Established 1903 

















C. E. Williams Takes 


Vacation 


St. Louis.—Charles E. Williams, 
president of the C. E. Williams Shoe 
Company, will take a motor trip of 
three weeks accompanied by Mrs. 
Williams. This is the first extended 
vacation of any length Mr. Williams 
has taken in thirty years. He will 
travel the Great Lakes district as far 
as Rochester, N. Y., returning by 
way of Cleveland, Dayton and In- 
dianapolis. 


Killed Protecting Payroll 


BROOKLYN, N. Y.—Charles Paur- 
narous, a Mildred Shoe Co. foreman, 
was shot to death on Sept. 6 by one 
of two bandits, who escaped with 
$5,500. The tragedy occurred in the 
factory hallway at 108 Clifton Place. 
Children, playing outside, heard loud 
voices, sounds of a struggle and then 
a shot. It was the first time that 
Paurnarous had ever carried the 
payroll. He had volunteered to take 
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Shoe Style Show to Be Feature of 


NE of the outstanding features 

of the fair to be held at Brock- 
ton, Mass., Sept. 29, 30, Oct. 1, 2 and 
3, is the shoe style show. In prepa- 
ration for this a new stage has been 
erected which will enable the com- 
mittee to produce the exhibition to 
better advantage than in previous 
years. A new and wider runway 
has been built, giving the shoe 
models and artists additional space. 
The runways are connected by 
artistic Japanese bridges. A new 
music stand near the stage places 
the musicians in close proximity to 
the model displays. 

The stage front is in the form of 
a mammoth picture frame in which 
each model will appear. The entire 
show takes on the aspect of a moving 
picture gallery of style and beauty. 
Girl models carefully selected will 
be one of the most attractive fea- 
tures of the style show. 

The “Children’s Hour” and the 
“Doll Style Show” will, as the names 
imply, cater to the juvenile element, 
and prizes will be offered as an in- 
ducement for children to dress up 
dolls. The show will run continu- 
ally from 12 noon to 8 o’clock in the 
evening. The “Good Night Parade” 
will be a feature, with high class 
musical and dancing numbers. An 
original dancing composition will be 
rendered by the Mollie Hurley four 
school dancers, who make their ex- 
clusive appearance at the Brockton 
Fair. 

The Educational Building, where 
the Style Show is held, is profusely 
and attractively decorated for the 
occasion. 

The Brockton and South Shore 
district will present the largest and 
most varied selection of men’s shoes 
ever offered in any style show, a fact 


Brockton Fair 





FRANK E. PACKARD 
General Chairman of the Brock- 
ton Fair Style Show 


which shoe buyers will appreciate as 
an opportunity to see shoes displayed 
in a most attractive way. Many 
visiting merchants will be present 
at the Brockton Fair. The shoe 
manufacturers and the fair officials 
made this show possible, but its phe- 
nomenal development is attributed 
to its live wire general chairman, 
Frank E. Packard, and his commit- 
tee as follows: John S. Kent, hon- 
orary chairman; William B. Nash, 
style show directc>; Miss Mollie F. 
Hurley, supervisor of models; 
George M. Rand, decorations; Wil- 
liam W. MacArthur, exhibits; Frank 
E. Cobb, advisory; John S. Kent, 
Jr., Men’s shoes; Frank M. Bump, 
secretary and treasurer; assisted by 
J. Frank Beal, music; Miss A. L. 
Glidden, advisory; A. Scudder 
Moore, electrical. 








the place of the cashier, who was 
away on a vacation. The dead man 
was unmarried and lived at 243 
Greene Avenue, this city. 


H. C. McLaughlin Back 


from Europe 


CINCINNATI.—On Aug. 27 H. C. 
McLaughlin, with his mother and 
sister, returned from a six weeks’ 
trip abroad. Mr. McLaughlin spent 
a week in Paris looking into the 
styles in shoes there, and also of 
dress in general. The rest of the 





time was spent in visiting England, 
Scotland and Ireland. 


New Factory Opens in 
Brooklyn 


The new plant of the Elco Shoe 
Manufacturers, Inc., of Brooklyn, 
N. Y., occupies five floors. It is de- 
voted exclusively to the manufacture 
of women’s high-grade turn shoes. 
The factory was designed especially 
for the production of shoes of this 
type, and will have a very large out- 
put. 
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page per issue: 





Space l1time T7times 13 times 
1 in......$5.00 $4.00. $3.50 


2 in......10.00 8.00 7.00 
3 in......15,00 12.00 10.50 


4in......20.00 16.00 14.00 
Payment in advance is required, except when regular advertisers, as amounts are too small to open accounts 


CLASSIFIED AND OPPORTUNITIES DEPARTMENT 


Recorder rates for space less than one-eighth 





A $1 
26 times 62 times heading will be received at the Boston office of the Boor 

$3.00 $2.50 SHow RECORDER up to noon on Monday of week of publication 
date. When advertisers ire answers to in care of this 
6.00 5.00 office, twelve words must be allowed in each advertisement for 
address. When adve desire replies f direct to 
9.00 7.50 their each word of the must be counted in the 
advertisement and paid accordingly. Answers to ads must 

12.00 10.00 be sent under | 


tion. Minimum amount 























SALESMEN WANTED 





SALESMEN WANTED 





SALESMEN WANTED 











We want 2 experienced salesmen for Texas. 


TEXAS 





EDMONDS SHOE COMPANY, Milwaukee, Wis. 


Must live in the State or be willing to make their 
homes there at once. Age limitation 45 years old. Texas has been one of our leading territories and 
is well established. Give complete record, age and references. 
edge of shoes if ability and knowledge of the territory and trade are pronounced. 


No objection to limited knowl- 











EXPERIENCED MEN, full time or side 
line, to handle nationally known line of 
work ‘shoes, lumbering and sport boots. 7% 
commission. Territories open Washington, 
Northegn Idaho, Oregon and South Idaho, 
Virginia, West Virginia, Pennsylvania, North 
and South Carolina, Mississippi and Alabama, 
Georgia and Florida. Address B-671, 18) 
West Madison St., Chicago, Ill. 


SALESMAN to carry a nationally known, in- 
stock line Turn Boudoir hy ee in leathers 

and satins (leather sole), and Ballet slippers in 

soft and hard toes. Address B-668, care Boot 

ue Shoe Recorder, 207 South St., Boston, 
ass. 


S ALESMEN WANTED—One of New York’s 
leading wholesalers of women’s novelty 
shoes in stock requires a high grade man for 
New York City. Only those ee a following 
and a successful sales record will be considered. 
Write in detail, giving reference, etc. Infor- 
mation will be held strictly confidential. Ad- 
dress K-824, care Boot and = Recorder, 
127 Duane St., New York, N. Y 


SALESMAN WANTED—Here in the East 
wi 











e are manufacturing a short line of snappy - 


styles for men—made to order only—to retail 
at $5 to $6. We have an established trade 
among the biggest and best buyers . 
the st and Middle West but need a man to 
sell volume buyers west of Chicago and on the 
Coast. An _ exceptionally commission 
offer will be made this man if he can deliver 
the goods. The line can be reduced to a few 
numbers if desired. Address B-667, care Boot 
soe Shoe Recorder, 207 South St., Boston, 
ass. 


WANT ED—Salesmen to sell as_ side line 
FOOT COMFORT. Sp ialty, Quick 
seller. Liberal Commission. cDermott Mfg. 
Co., 334 Mason St., San Francisco, Cal. 








Write for particulars, giving references. 


Kentucky, Indiana, Arkansas 


We wan salesmen to cover the above territory. We make unlined UNION 
STAMP. w a SHOES. Goodyear Welt and Nailed, in Blucher, Outing and Moulder. 


NORTH LEBANON SHOE FACTORY, Lebanon, Pa. 








“Tootsies” Soft Soles and First Steps 


This well known line is open for proven salesmen in the following territories: Florida, 
Virginia, Texas, Nebraska, South Dakota, Pennsylvania and Western States. Write us 
even if your territory is not mentioned here. Apply with references to the 


MATER MACK CO., Ambrose and Haidt Sts., Rochester, N. Y. 








WANTED—An experienced shoe sales- 
man for North Carolina territory by 
well known Wisconsin manufacturer 
making a QUALITY line of Men’s and 
Boys’ work shoes in nailed and welt, 
outdoor boots in all heights for Men 
and Women, hand sewed Pacs, hand 
made Loggers and Drivers—established 
territory. State experience and furnish 
references when applying. Address 
B-670, 207 South St., Boston, Mass. 














SALESMAN WANTED—By one of the 
largest manufacturers of rubber footwear 

ph Me eM . territory. 

Men with established territories erred. Ad- 

dress -all communications to B- care Boot 

and Shoe Recorder, 207 "South 4G Boston, 
ass. 


Information for Shoe Merchants 
“Where to Buy” 

tutes a source of eo 

so that he who runs through 

these pages may read—and 

learn. 














WaAayre ; — Experienced shoe salesman to 

t cent commission, a medium 
and = 2% Infants’, Children’s and Misses’ 
Pennsylvania turns, to be | as side line 
with other non-conflictin, Lave Several ex- 
cellent territories open. 
pang? lines carried, ref 
in first letter. Address oo 
Shoe Recorder, 207 South St., eae Bost 





WANTED—Selesman having trade in the 
ng cities: Linge . ga Cincinnati, 
in selling our hae of = aoe 
of ba ballet slip sli in a Add: B-648, 
Ea See Bos: 


Hil 


ert ep yea shoe salesmen wanted 

sell im your territory our line of 
a8 novelty footwear for immediate 
delivery, on commission basis. Men of 
ood standing, well acquainted, with 


‘ollowing, need ply. urnish refer- 
ences. Address 72, care Boot and 
Shoe Recorder, 207 South St., Boston, 














S4 ALESMEN wanted to as a side line 
our we eh line nee! Stitt ular priced Soft 


Soles, First S wns and Flex- 
ible Welts. ta commission. New spring 


samples Desirable territory open. A 

aon oe a rif only be considered from men 4 
ave making the territory and have some 
following. Give a particulars in letter of 


ag ae H. H Freeland, Inc., Rochester, 








WANTED—An experienced shoe sales- 
man to sell HUNKIDORI work shoes, 
sporting boots and Pacs in the State of 
Illinois, established territory. Address 
B-649, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 
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SALESMEN WANTED 


LINE WANTED 





R ETAIL gag wanted to oe. a 
of Store shoes, and 
women’s, at 5.00 1 to $7.00. RE of 25,000 
in Western New York; good ition for 
hustler. Address B- 665, care Boot and Shoe 
Recorder, 207 South Street, Boston, Mass. 





ANTED, SALESMEN who have an 

acquaintance with the trade in the South 
and Southwest, Nebraska and Kansas, for a 
well known line of aol priced satins, 
fabrics, leather ar felt house slippers. Samples 
ready Jan. 2. al commission. Give full 
articulars in first letter. Address B-669, care 
oot and Shoe Recorder, 207 South’ St., 
Boston, Mass. 








POSITION WANTED 








Four Jobs—One Salary 


I am oa to fill the combined 

itions of SALES MANAGER, AD- 

ERTISING MANAGER, STYLE 
MAN and SALESMAN to the big 
trade. 

Experienced modern shoe merchan- 
diser—original shoe advertising and 
designing. Have designed line of Men’s 
and Boys’ Dress Shoes and Men’s 
Heavy Duty Shoes which are now sell- 
ing successfully. 

Conditions warrant my making a 
change and I would be interested in a 

ition with a sound, reliable manu- 
acturer. 

Address B-682, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 











EXPERIENCED SHOE DESIGNER and 
executive wants position with growing chain 
shoe store organizations. Have new and orig- 
inal methods to increase sales and advertise 
your business. Have Rene advertis- 
ing and sales experience of great v: ue to you. 
Address B-683, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 


WAgteo— te state of Indiana by resident 

salesman, women’s McKay novelty line of 
St. Louis, Cincinnati or manufacture, 
tnd appeal fo in-stock i. - have price 
and ap or volume guarantee 
results manufacturer who desires to in- 
crease B.-A with best retail trade in Indiana. 
Address B-656, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 








FOR RENT 





SHOE STORE FOR SALE—One best 

manufacturing cities in Ohio. 15,000 popu- 
lation, large drawing area. Present firm estab- 
lished 16 years, shoe store in room 50 ears, 
best location, Main St., reasonable rent. joing 
big increasing business, large out of town 
trade, everything modern and up to date. Ex- 
clusive agency best advertised Quality shoes 
selling $5 to $12—clean stock, a quality propo- 
sition, no rgain hunters. A_ wonderful 
opportunity on a good sized established busi- 
ness. Reason other interests. Address B-681, 
care Boot and Shoe Recorder, 207 South St., 
Boston, Mass. 








FOR LEASE 





MAIN FLOOR space for Women’s shoe 
department in one of the finest specialty 
shops a Central Illinois city of 50,000. Only 
high grade line considered. A real opportunity 
—investigate. Address B-679, Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 








FOR SALE 





WOMEN’S SHOE AND 
HOSIERY DEPARTMENTS 


LARGEST SHOP IN Age -3 34g CITY OF 
125,000. WONDERFUL WINDOW  PISPLAY. 
100% LOCATION BETWEEN ed AND 
WOOLWORTH. ron tec TERM. BOX 
208, 2501 WORLD TOWER N. Sy. CITY. 








S HOE BUYER and Manager. 15 years’ 
proven experience. Will go where good 
Keyed to present conditions. 
Age 32. Married. References. At present 
in Los Angeles. Address B-674, care Boot 
and Shoe Recorder, 207 South ’St., Boston, 
Mass. 


man is n 





WANTED, by young position with 
large retailer or wholesgler y= me | 
familiar with the shoe business. “Eleven 
experience, but don’t know everything. Vant 
position where ability and hard work will war- 
rant rapid advancement. Address B-677, care 
Boot and: Shoe Recorder, 207 South St., 
Boston, Mass. 





REDIT SALES MANAGER with eight 
years’ experience with leading shoe manu- 
facturers, available at once. Address B-673, 
care Boot and Shoe Recorder, 207 South St., 
Boston, Mass. 





FOR RENT—100% location. 
Store, Reading, Pa., size 13 ft. 
x 100 ft. with extra high ceiling 
to permit balcony, including 
basement of same measurement 
and equipped for selling. This 
is the very best spot in Reading. 
Penn St. between Sth and 6th, 
south side. Owner will give 
long lease to a financially re- 
sponsible party. Wonderful 
opportunity for a Shoe Business. 
Address Cohen Bros., 528 Penn 
Square, Reading, Pa. 
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PUBLISHED WEEKLY IN THE INTEREST 
OF THE RETAIL SHOE MERCHANT 


by the 
BOOT AND SHOE RECORDER 
PUBLISHING COMPANY 
(Incorporated under Massachusetts Laws) 
CAPITAL $160,000 





ADVERTISING RATES—Card of Advertising 
Rates furnished on application. For rates 
for Wants, For Sales, etc., see Want Page. 


Every precaution is taken by the BOOT and 
SHOE RECORDER to avoid printing any 
statement likely to mislead its readers. The 
publishers — the right to reject any 
advertising or reading matter which is not in 
line with this policy. 





OFFICES IN 
BOSTON OFFICE, 207 o- Street. Cor- 
respondence relating all departments 


should be oiivemed 40 ‘he Boston office. 
NEW YORK CITY, 239 West 39th St. 
BOSTON OFFICE: 207 South Street. 
BROCKTON OFFICE: 224 Moraine St., Gee. 

Ww. R. . Manager, Telephone 607. 
CHICAGO OFFICE: 189 West Madison St. 

Telephone Maine 1089. B. C. Bowen, Man- 


ager. 

ST. LOUIS pres: 1627 Locust St. H. M 
Bowen (B. C. Bowen, Manager). Telephone 
Olive 6130. 

NEW YORK OFFICE: Room 101, Graham 
ee 127 Duane St. H. Walter Scott, Man- 

ager. Telephone Whitehall 7454. 

PHILADELPHIA OFFICE: Room 616, Perry 
Bldg., 1530 Chestnut St. H. Walter Scott, 
Manager. Telephone Rittenhouse 7868. 

HAVERHILL OFFICE: Chamber of Com- 
a Rooms, Haverill ——— Bank 

Bidg. Geo. W. R. Hill, Manage 
CINCINNATI OFFICE: Second National Bank 
ldg. H. M. Bowen (B. C. Bowen, Man- 

ager). Telephone Canal 1560. 

ROCHESTER OFFICE: 626 Powers Bidg. 
Rositer L. Seward, Western New York Rep- 
resentative. Telephone Stone 1133. 

LYNN OFFICE: Fred A. Gannon. 

MILWAUKEE OFFICE: Leonard E. Meyer 

(B. C. Bowen, Manager), 405 Broadway. 












PARIS OFFICE: 2 Rue des Italiens, yt Hub- 
bard, Manager. 

LONDON OFFICE: P. V. Curtis, Manager, 
11 Haymarket, London, 8S. W., 1 England. 
AUSTRALIAN OFFICE: 439 Lit. Collins St.. 
Melbourne, > Jervis Manton, Manager. 
CONTINENTAL OFFICE: William Salzman, 
Manager I. y ea 12, Vienna, Austria. 
my A: Buenos Aires, Rivadavia, 2721. 

P. Sabazzina, 
—_——; Gerente, John _- Fitch, 33 Rue 
Las Rosas 1128-1127, Otte 
te. 
ae = Mr. H. Gomez, Corrales 2A, Havana, 
JAPANESE OFFICE: Yokohama, J. F. Wager, 


SPAIN: Gerente, Leoncio de > fae Librere 
Editor, 20 Fuencarral, Madrid 





MISCELLANEOUS 





P OSITION as New Jersey, Salesman by 
young man with 18 years’ experience as 
salesman, manager, buyer and merchant. First 
class references. Address B-675, care Boot 
and Shoe Recorder, 207 South ‘St. Boston, 
Mass. 





SITUATION WANTED—Factory Superin- 
tendent, thoroughly capable in every way 
on men’s or boys’ fine or medium welts. Best 
of references. Go anywhere. Address B-676, 
care Boot and Shoe Recorder, 207 South St. 
Boston, Mass. 








LINE WANTED 





NEW JERSEY Resident Salesman with car 
wants to connect with live-wire concern. 
Address B-678, care Boot and Shoe Recorder, 
207 South St.,” Boston; Mass. 





SUPERB SAMPLE OFFICE 


In the very heart of the greatest shoe market on earth—on Duane 
Street, New York City—there is an unusual opportunity to rent im- 


mediately a fine sample office. 


It has every accommodation to show either a long line of shoes or it 
can accommodate equally well two non-competing lines. 


For all information regarding terms of lease, etc., address B-680, c/o. 
Boot and Shoe Recorder, 127 Duane Street, New York City. 


IN NEW YORK CITY 
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MISCELLANEOUS MISCELLANEOUS 





BUSINESS OPPORTUNITY 








Get the Good Will of Your Neighborhood 
Through the Children 


i} Our combination Pencil Case consisting of leather- 
ette case in assorted colors and leathers, two pen- 
cils, penholder, penpoint and ruler with gold stam 
ing of your name, business and address. y 

| priced. Send 20c for sample and prices of quantities. 


PRETTY SOUVENIR ADVERTISING COMPANY 
37 East 28th Street New York City, N. Y. 


An Exceptional 
Opportunity 


A leading apparel house of 




















nearly a hundred years’ stand- 
ing in New Orleans is erecting 
a modern store in the heart of 
the retail district. 


It is prepared to offer about 
2,500 square feet of floor space 
to be operated on a leased basis 
to a high grade ladies’ shoe de- 
partment or a high grade chil- 
dren’s shoe department or both. 


Address K-803 care of Boot and 
Shoe Recorder, 127 Duane 
Street, New York City. 























WANTED TO PURCHASE 


Milbradt Rolling 
Step Ladders 


are made in a great many 
styles to suit all kinds 
of stores and shelving. 
They will enable you to 
get along with less help, 
save the wear and tear 
on your shelving, and 
help the appearance of 
your store. Shipped sub- 
ject to approval and 
satisfaction guaranteed. 


Write for our latest ca- 
talog- showing 15 styles 
of laddérs as well as 
other store fixtures. 























THE NEW YORK EXPORT 
PURCHASING CORPORATION 
596 BROADWAY, NEW YORK, N. Y. 
ir ae 6874 

\ FOR 


SURPLUS STOCKS 

ENTIRE STOCKS CASH 
Bargains in shoes always on hand for 
special sales and bargain basements 


aoe: ae 


2416 No. 10th Street 
ST. LOUIS, MO. 














MISCELLANEOUS 











HIGHEST CASH PRICES PAID 
for entire shoe stocks. We also buy 
your surplus or slow sellers. uantities 
no object. Retail or wholesale. Short 
term leases taken off your hands. 
Wire or phone us. Correspondence 
confidential. Established 1890. 


MAX GLAUBER 
436 Grand Street, New York City 
We also purchase clothing, hats, fur- 
nishing goods, etc. Dry Dock 0352 











We’ll Buy For Cash 


Complete shoe stores, factories, or 
large or small stocks of shoes, leather, 
findings, or any other merchandise. 


CASPER and MacLEN 
170 Summer St., Boston, Mass. 


NewYork's need and most 
beautifully furnished hotel ~ 
accomodating 1034 guests 
Broadway st 63% Street. 
ITH PRIVATE 7, 
oo $250 Le, 
ROOM WITH PRIVATE BATH- 














CASH PAID 


for shoe stores or surplus stocks of 
shoes or for other merchandise. 
taken over. We will send a repre- 
sentative to investigate and make 
offer upon request. 
Kalter Cerf. Mercantile Co., Inc. 
, 591 Broadway, New York City 

Phone Spring Guen-geea-oeee 








We buy quick and pay highest cash 
price for retail and wholesale stocks 
of shoes or any other merchandise. 
Quantity no object. 

For 30 years our specialty. 

Bank and mercantile references. 


BROOKLYN PURCHASING SYNDICATE 
FRANK WALKER, Proprietor 
610 Broadway, Brooklyn, 
Phone Pulaski 1798 











$3350 ; 


m ALL OUTSIDE ROOMS 





Made Only of Wood 
for all lines 
IMMEDIATE - 
SHIPMENTS 
Send for Catalog 
KEN CO. 


ne Oscar Onne 
611 w..FOURTH ST. 
CINCINNATI, O. 


p Soe ‘Show Cases 


( ESTABLISHED 1880 








\e 


ATTRACTIVE 
7 « 10) tae G7. Bee), ) 


‘a. -4 = 


for the exclusive shoe trade 


PRICE-SERVICE-QUALITY 
THAT SATISFY 


558 ms 


a 


i. ee. 


263-275 LEXINGTON AVE 


BROOKLYN N.Y. 
AMERICAS GREATESS SHOE CARTON MFRS 


9) FOC 


Cc lete set of les upon request, 
wens without obligation. 





PS ee (ARTON 


abels 


We de 
of those 


ign an fad 
a } 


| 
4 
a4 





WINDOW 
DISPLAY 
FIXTURES 


Made by 


Segall & Sons 
933 Arch St. 
PHILADELPHIA 


Are Business Getters 
Send for Catalog and Prices 
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MISCELLANEOUS 








IDEAL ROLLING 
LADDERS 


are 
25% Cheaper 
and Guaranteed 
Write for Oatdlog 
Success Furniture 


ent 























Metal Shoe Fitting Stools 


and Floor 
Mirrors 






S 


write tr THE CHICAGO 


Catalog 
and Prices 


WIRE CHAIR CO. 


621 N. La Salle Strect, Chicago, Ill. 


(CLICKER 
DIES 


34 inch at 12 cents per 
running inch. 
14 inch at 17 cents per 
running inch. 
Minimum 15 Inches 
QUALITY 
UARANTEED 








a 


PROMPT 
DELIVERY G 
FOLEY & HALLQUIST 


1313 North 7th St. 
\.__ ST LOUIS MO. ay 

















WANTED TO PURCHASE 


CASH PAID 


for entire shoe stocks or surplus stocks 

of shoes or other merchandise. Any 

quantity. Prompt attention given. 

KIRSCH-BLACHER CO., Inc. 

622-624 Broadway, New York, N. Y. 
Phone Spring 1443 

















New Shoe Department 
in Madison, Wis. 


MADISON, Wis.—The Boot Shoppe, 
a women’s and children’s shoe de- 
partment, has been formally opened 
at the Harry S. Manchester depart- 
ment store in Madison, under the 
management of L. H. Hilliard. A 
section of the ground floor devoted 
to the new department has been 
remodeled and specially furnished 
for a quality shoe department. 
Chairs and tables are Old English in 





style, the 27 low leather uphoistered 
chairs being imported from Great 
Britain. Semi-circular cases, 
lighted by electricity, are used in 
the department for displaying shoes 
and shelves of high grade varnished 
wood are placed around three sides 
of the department. For the opening, 
Mr. Hilliard featured patent leather, 
black kid and the new golden brown 
kid, with modified toe and Spanish 
heel, usually in pump styles or one 
strap slippers. Buckles are used 
prominently for both afternoon and 
evening wear. Suedes and kids in 
gray and blond were sponsored for 
wear with a costume in the same 
shade. 








A Correction 


In the advertisement of Colt- 
Cromwell Co., appearing in the 
“Boot & Shoe Recorder” of 
Sept. 5, dealing with imported 
English riding boots, the price 
is quoted as $16.00 per pair for 
men’s and $14.00 a pair for 
women’s. This price was not 
correct. The price for the 
riding boots in question should 
have been men’s, $16.50— 
women’s, $14.50. 




















Manufacturers Exhibit at 
State Fair 


MILWAUKEE—Among the attrac- 
tive exhibits in the Wisconsin Manu- 
facturers’ Building at the Wisconsin 
State Fair here were two arranged 
by Fond du Lac, Wis., firms. The 
Manzies Shoe Co. of that city dis- 
played a line of men’s shoes, and 
made a special feature of the hiking 
boot with the zipper fastening. 
Several live models were used in 
illustrating this device. The Fred 
Rueping Leather Co., also of Fond 
du Lac, arranged an attractive ex- 
hibit of different kinds of leather. 
Hosiery was also featured in several 
exhibits in this building, including 
those of the Phoenix Hosiery Co. 
and the Holeproof Hosiery Co. of 
Milwaukee, and the Allen A. Hosiery 
Co. of Kenosha. 


Former Tanner Dead 


MILWAUKEE—Solomon Haas, 64, 
who was identified with the B. D. 
Eisendrath Tanning Co. of Racine, 
Wis., for more than 25 years, died 
at his home in Milwaukee after a 
year’s illness. Mr. Haas was vice- 
president and general superinten- 
dent of the Racine tanning com- 
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pany when he retired in 1914, and 
came to Milwaukee. He is survived 
by his wife, Carrie, and a sister, 
Mrs. B. D. Ejisendrath of Chicago. 


Menzies Shows Gain 


FOND Du LAC, Wis.—The Menzies 
Shoe Co. of Fond du Lac, Wis., con- 
tinues to show a marked improve- 
men over figures for last year, 
according to announcement from 
the company. August shipments 
amounted to $313,886, showing a 
gain of $129,224 over the same 
month in 1924. Shipments for 
August were the largest made in 
the history of the company to retail 
and wholesale trade. S. D. Nichols, 
president, has réturned from a trip 
to Milwaukee, Chicago and St. Louis 
where he placed large orders. In- 
terest was shown particularly in the 
patented footwear made by the com- 
pany. It is stated that stock of 
finished shoes on hand is the lowest 
it has been since the firm was 
started, and the space formerly used 
by storing shoes has now been 
turned over to new stitching ma- 
chines which have just been in- 
stalled. 


Dinner to M. Gugenheim 


NEW YoRK.—In commemoration 
of his twenty-eighth year in busi- 
ness a dinner at Sheepshead Bay was 
recently tendered to M. Gugenheim 
of M. Gugenheim, Inc., by his asso- 
ciates. Mr. Gugenheim is an im- 
porter of Parisian jewelry novelties. 
Frank McLaughlin, toastmaster, 
stated that the next European trip 
of Mr. Gugenheim’s would be his 
hundredth. He presented him with 
a model of the S.S. Leviathan. After 
the dinner a motor drive through 
Long Island was enjoyed. 








Brandt’s to Close Store 


St. Louis.—Brandt’s, one of the 
oldest shoe establishments in St. 
Louis, has sold the lease at 413 
North Sixth Street and will close 
the store after the present shoe stock 
has been disposed of. They also op- 
erate a store on Olive Street near 
Ninth, which will continue under the 
name of Brandt’s. The lease and fix- 
tures have been sold to the Rainbow 
Shoe Company of New York. None 
of the present stock will be moved to 
their Olive Street store, nor will it 
pass on to the new lessee. The en- 
tire stock of women’s and children’s 
shoes is being disposed of at sales 
that have jammed the sidewalks and 
store. No announcement has been 
made as to the definite date on which 
the store will close. 
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Flexlume Corp., Buffalo, N. Y............ 78 


General Fireproofing Co., Youngstown, O. 66 


Lincoln Store Supplies Co., St. Louis, Mo. 100 
Lyons, Hugh, & Co., Lansing, Mich...... 66 


Manhattan Findings Co., New York City.. 105 
Meyer, Frank C., Co., Ine., New York City 110 
Millbradt Mfg. Co., St. Louis, Mo........ 110 


Onken, Oscar, Co., St. Louis, Mo......... 110 


Pretty Souvenir Adv. Co., New York City 110 


Rublack, Emil, New York City........... 107 
Scholl Mfg. Co., Chicago, Ill............. 101 
Segall & Sons, Philadelphia, Pa.......... 110 


Success + Corp., St. Louis and 
Kirkwood, 111 


eee ee ee eee eee ee eee eee) 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Barle Shoe Pattern Co., Brockton, Mass.. 106 
Foley & Haliquist, St. Louis, Mo......... lll 
Nu-Shine Co., Reidsville, N. C........... 106 


United Fast Color Eyelet Co., Boston... .82-83 


—— Shoe Machinery Corp., Boston 
TETTETELI TITEL 26, 70, 113 


MISCELLANEOUS 
Atlantic Printing Co., Boston, Mass...... 106 
Brockton Fair, Brockton, Mass........... 71 
— Purchasing Syndicate, Brooklyn, ‘ 
Sen vechsckpiveeswiues bags es Wess 1 


Calderwood & Preg, Inc., Boston, Mass.. 106 


Casper & MacLen, Boston..... ......... 110 
Glauberg, Max, New York City.......... 110 
Hotel Empire, New York City............ 110 
Hotel Martinique, New York City........ 74 
Kalter Cerf. Co., New York City......... 110 


Kelly, T. K., Sales System, Inc., Minne- 


SI, TS bbe Si Saiki 0 Sek tnncndi'esd 97-98 
44th Street Hotel, New York City........ 100 
Kirsch-Blacher Co., New York City...... lll 


National Association of Shoe Wholesalers, 
PUNO nS 5Sds slab lb 45) 0 badodeeecidt be 

New York Export Purchasing Gopeantian, 
New York City 


eee ee ee eee ee enseeerares 


a mid mhestenteye Foundry, hensanicapnd 
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BOOT AND SHOE RECORDER 





That’s A Perfect Job! 


Wi a marvel Repco Dye is for dyeing black, all kinds of russet, 
tan and other light-colored leathers. It is very easy to dye light- 
colored shoes a permanent jet black with Repco Dye. When dry, 
it can easily be rubbed up to a smooth, glossy lustre. 


The shoes will look as though they were always black. Repco has 


no offensive odor and is unaffected by water. 


Repco Dye is now put up in convenient 24%-ounce bottles. This 
new size is particularly adapted for home use. Your customers will 
welcome Repco as a means of getting longer wear out of their light- 
colored shoes which have become hopelessly soiled. Black polishes 
and pastes can be applied over Repco with excellent results. It will 
pay you to keep a supply of Repco Dye on hand. 


For Sale by Shoe Findings Dealers 


United Shoe Machinery Corporation, Boston, Mass. 


J. K. Krieg Company, 39 Warren St., New York City 








San Francisco Branch: 859 Mission Street 
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When writing to advertisers please mention Boot anp SHor Recorper 
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Emphasizing ROGERS. BROTHERS 5 
tyl ss 
new records for tales oe ae. ae rolling » N 


























. 
. 
* 
0 


Newest of the new 


A winsome model destined to 
play a leading part on October's 
stage. 











5 ‘ *k Satin 
No. 5246—In fatent Leather, Bla k § . 
Blace Velvet. B'onde Kid, New F rench Blonde 
Satin, 17/8 Full Louis Heel, A to C—$4.35 





IN STOCK 
Terms: 2% 
10, Net 30, 
7. &; 


Boston 


In the _ fore- 
going materials 
with Cuban 
beels —$4.25. 











mp pump with 








A new short Va'peaded bow. 
hic metallic t Leather, - 
cae In Patent vet, Gol- No, value 


36-pair lots 
of each ma- 






Newspaper Mats 
Furnished Free 


with case lot pur- 
chases of each ma- 








59 Lincoln Street 
Boston, Mass. 
135 Bush Street 




























































San Francisco, Cal, 
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